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-ABSTRACT

AR This document contains teacher materials for a

’ 6-unit, l-year distributive education course in. marketing tourism

- offered in grades 11 and 12 in North Carolina. Although in general

the material presented concerns marketing tourism anywhere, some of

i . i it is-specifically related to tourism within North Carolina. A

purposé statement explains the importance of tourism to the economy

of the state and to-most other states. The preface contains a

rationale for the development of the course, a course description,

course objectives, a list of the instructional units of the course,.

: and a list of sections contained in each unit. Forty-eight competency

: objectives are listed for the course. Subjects of the six

A instructional units are: overview of tourism; -customer relations;

t s travel destinations; tourism promotion; economics and tourism; and

: travel/tourism related business. Components of each unit are: (1) a
table of contents for the unit; (2) the competency goal statement and
competency objectives; (3) a content/teaching outline; (4) student

. activities; (5) evaluation measures; (6) keys to the test items; and

. (7) references. (CML)
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PREFACE

_BACKGROUND

In the 1987 Program of Studies, Tourism Marketing was identified as a
Marketing Education -course to be offered in grades cleven and twelve. This
.curriculum guide- was developed to be used as a resource in planning and teaching

" the ‘course.
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COURSE DESCRIPTION
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Tourism Marketing is designed for students who are interested in the tourism
industry:  Internships, simulations, and co-op experiences m=2v be used to expand
practical application of the course content.

‘COURSE OBJECTIVES

x
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The broad objectives for students enrolled in Tourism Marketirg are to:
A. Make realistic decisions about their future in a tourism career.

2 B. Increase their tourism competence through classroom instruction,
individual projects and other occupational experiences.

C. Develop their desire to further their education in their chosen

! maixeting field.

-

GUIDE CONTENTS/ORGANIZATION

S The Tourism Marketing guide consists of the following units of instruction:
. Overview of Tourism

Customer Relaiions

Travsl Destinations

Tourism Promotion

Economics and Tourism

. Travel/Tourism Related Businesses
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These units were written for the course to be cffered for a year. Each unit
consists of the following sections:
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A table of contents

The competency goal statement and competency objectives
A content/teaching outline

Student activities (SA)

Evaluation measures (CTIB)

Keys to the test items

References (PR)
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To the right of the outline are .planning notes, indicating when the above
- items should be used, with space to add additional notes or references.
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It is recomipended that the jatroduction unit of the Marketing guide be used
begin the year.
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PURPOSE
Tourism i$ big business. in North Carolina, as weil as in many other states.
In less than 15 years, travel and tourism has grown from a $1 billion industry to a )
$5.7 billion industry in North Carolina. One out of every 10 private sector workers, l’
: i
220,000 plus ;people, work in tourism in our state. This guide has been developed to g
help -p,ro’vid’e high school -students with the initial training needed for careers in
travell and tourism marketing.
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COMPETENQY OBJECTIVES
FOK
TOURISM MARKETING

‘Explain ‘the purpose and imgportunce of tourism.
Recognize. travel and tourism resources:
:Demonstrate knowledge - 6f the history of North Carolina and how it .relates to today's
tourism- industry.

Dcscx:xbg the psychological and motivational aspects .of travel and tourism.

Develop personaiity traits important to ‘business.

Maintain appropriate ‘appearance.

Explam the ‘nature of effective: communications.

Explain the nature of cffective verbal communication.

Address: peoplé properly.

Listen -to and follow dircctions.

Use: telephone in business-like manner.

Explain the nature of written communications.

Read: charts and graphs.

Dnrect customer/clicnt to other locations.

Handlc customer inquires,

lnierpret business. policies to customers/clients.

Handle difficult customers.

Recognize the importance .of addressing the inaividual traveler'sftourist's necds.
Explain the critical aspects of business image.

Explain the rolc of customer services.

Explain kcy factors in ouxldmg a clientele.

Explain the: selhng process.

-Obtain product information.

Process. telephone orders.

Process the various .ncthods of customer payment.

Recognize the importance of sccurity and safcly precautions.
Explain destinations.

Describe geographit: aspects of North Cirolina as related to tourism.
Demonstraie -the use of a map.

Identify -types of destinations.

Summarize the impact of travel/tourism oir an arca's environment.
Analyze the need for accessibility of destinations by handicapped tourists.
Identify the role of promotion to tourism.

Identify cffective types of medxa used in a tourism promotional mix.

‘Idéniify the importance of tourism publicity in the development of an
area/county/busingss.

Evaluate- the effectiveness of wvarious tourism madia.

Decvelop :a comprehensive arca/commumty/busmcss tourism promotional program.

‘Explain the concept of cconomic activities.

Explam -the concept of cconomic supply and demand.

Summarize the -roles of pubhc and private scctors in tourism.

Analyze the cycle of. cconomic development for a tourist resort destination.
Identify business risk -associated with tourism.
Identify the funcuons of the' travel agency industry.
Identify the three categorics of transportation’ servicee.
Identify the structure of the hospitality industry.
Describe other travel/tourism related businesses.
Identify. and interpret trends. associated with the travel/tourism industry.
Develop an understanding of carcer opportunities in the travel/tourism industry.
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COMPETENCIES

OVERVIEW OF TOURISM

COMPETENCY GOAL 1: The learner will recognize the importance of travel and tourism.

COMPETENCY OBJECTIVES

1.01 . Explain the purpose and importance of tourism. ‘

1.02 Recognize travel and tourism resources. : ’

1.03 Demonstrate knowledge of the history of North Carolina and how it relates to

today’s tourism industry.

1.04 Describe the psychological and motivational aspects of travel and tourism.

S

Overview of Tourisin:
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CONTENT/TEACHING OUTLINE
OVERVIEW OF TOURISM

PLANNING NOTES

I Purposc and Importance of Tourism

A. Purposc of Tourism PR-2 )
1. Definition of 2 tourist
2. Definition of travcl ‘
3. Definition of tourism SA-1

B. Major Componcnts of the Tourism Industry ‘ PR-1
1. Transportation ;
Ship !
Bike :
Airplanc
Railroad
Limousinc
Automobile
Motorcoach
. Acrial tramway
ccommodations
Camp
Holcl
Molcl
Resort
Pension
Caravan
. Food and beverage places
3. Shopping
a. Gift and souvenir shops
b. Arts and crafts shops
¢. Indigenous shops
d. Roadside markets
e. Shopping malls
4, Activities
. Recreational
Attractions
Business and trade
Entcrtainment
Conventions
Festivals
Studics
Events
Sporis

‘\.:}
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SA-2
C. Factors Affecting Tourism Marketing PR-1
1. Population ircnds
a. Population
b. Age
(1) Teenage market 1 O
(2) Young adult market

Overview of Toruism
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(4)45-54-market
(5) Scnior citizen market
c. Population shifts
Income
Education
Occupation
Race
Gender . SA-3
Attitides
Time
Fashion, customs, habits, and tradition
Energy
Changing lifcstyles SA-4; SA-S

(3)35-44 market |
|
|
|

—~=OPNANRWN

~-e

D. ‘Importance of Tourism PR-1

1. "Development of the tourism industry
a. Early travelers
(1) Occanians . PR-2
(2) Mcditcrrancan peoplcs
.{(3) Europeans
(4) The Grand Tour
’ (5) Americans
‘ Early and later wurist attractions
Spas, baths and scaside rcsoris SA-6
Early economic references
First travel agents
Historic transportation
(1) Stagecoach
(2) Watcr travel
(3)Rail travel
- (4) Auismobile and motorcoach
. (5)(;;Air travel
; (6) Car rental SA-7;.SA-8; SA9
. g. Accommodations . OR SA-10; PR-2
, h. Tour operators ’ SA-11 . %
ot 2. Impact of tourism, ‘
a. International scenc
(1) Tourist-gencrating countrics SA-12
(2) Developing countrics
(3) Employment :
(4) Balance of payments A
b. National sccne
(1) Employment benefits
X (2) Income
" ' (3) Tax revenue
|

meany

S
s

(@) Visibility
(5) Cultural benefits SA-13
c. Statc level PR-3

[ ‘ (1) Employment benefits ‘
4 (2) Income
- (3) Tax revenue
HE (4) Visibility
i i (5) Cultural benefits SA-14
‘ v d. Local level (contact Chamber of Commerce) l SA-15

Overview of Tourism .
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¢ 'Environmental impact
(1) Positive
\(2) Negative
f. .Sociological impact
(l) Commercialization
(2) Stereotyping of visitors
(3) Changes in culture
(t‘;l) Caermg 10 tourists
3. Futuf® trends in tourism
a Gmwth
b. Lemue trends
Desunauom
Group travel
Chatiges in transportation
Accommodations
Government involvement
Attitude and time spent working

Fmme e

II.  :Organization of Tourism

] A

F.

B,

0 00.53 o A B W 1O

International Organizations

Naticnal Organizations
1. United Sum “Trovel and Tourism Administration
2. Fedeial Avistion Administration

3. Decpartment of Transportation
4, Others

State Organizations

1. North Carolina Department of Tourism,
. Division of Travel and Tourism

2. Wekome centers

3. Others

Local Organizations

1. Convention and Visitors Bureau

2. Chamber of Commerce

3. Tourism Development Authority (TDA)
4. City/County officials

5. OthersSA-22

Trade Associations/Organizations
Airline industry

Bus industry

Rail industry
Automobile industry
‘Cruise industry
Travel agents

Tour industry
Lodging indusu'y
Food service industry
10. Attractions industry
11, Others

Trade Publications i 12

Overview of Toruism
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PR-2
'SA-16; SA-17

SA-18
SA-19
PR-2
PR-1
Si-20

CTIB 001-1.01-01-02

PR-1

SA-21

SA-23
CTIB-001-1.02-01-02
SA-A4
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‘History of Nosth Carolina

‘Ij.
2"
3.
4.
L
2.

3.

L

B o

N w

8.
9.

10.

i1,
12,
13.
14,

15.
16
17.

18,
19,
20.

A Evcnls of lhc 1500’ : o

1524—G|ovanm da Veérrazano sails along coast
1540—-Hemando dc Soto explorcs the southwest comer
1585—S|r Walier Ralcngh attempis csiablishment of
first colony

1587—Bmh of V:rg:ma Dare; the Lost Colony

'”'B."Evcmsoflhclﬁooh””" TS e )

1629—Jamestown colonists move into North Carolina
1663-—Charlcs I grants territofy (o ci ight lords propfietors;

-~land west: of- Albcrmarle granited t0 Quakers
1678-—Culpepper Rebeilion

C. Evéts of ihé 1700"s

170i- 1709—Seulers wist of Chowan River and soiitis to
*Neuse River

1705—Bath in¢orpotaied as first town in North Carolina
1710—-—New Ber seitled by Swiss and Ginnan Falatifies
171 l——Tuscarora/Colomsts War; separation of North and
South Carolma, Cary Rebellion

1725——Cape Fear Seulement

1729—-Nonh Carolma becoities a toyal colony
1735-—Boundary between Nonh &nd Soiith Caroliiia agreed
upon

1740—Amval of Scois.

1753—Momv1ans setlle Wachovia

1760—Chemkee victory over British in Freach and Indian
War

1766—Morav1ans settle Winstosi-Salem

1770—Tryen Palace constructed in New Béin

177 1=—Batilé of. Alamance

1776—-Batt.e of Mooré’s Creek Bridge; Halifax Resolves:
adopted

17’/7-——Fn'st State consuumon became éffeciive
-1781-—Baule of Giiiltord Courthouse

1789-—North Carolina twelfth state 1o fadify United States
Conshumon, Umversny of Notth Carolma chartered
1792—Raleng 1 béconies capxtal of North Carolina
1795—James K. Polk born near Pineville

'1799—-Fust gold discovared in U. S. at Réed Gold Miné in
Iredell Courity

D. Eveiits of the 1800's

1.

2,
3,
4

Early 1800 s—-—Rnp Van Winkle Years
1802—Fear of Black fevolt
1808—Andrew Johnson both in Ralcigh

. ‘18’!0—F'rs& gold rush begins with discovery of gold in

Mecklenburg County

l827~—-Buncombe Turnpike

ul830—Zebulon Vanee borit i in Weaverville

.1834--Fort Macon bunlt 10 protect’ Beaufort; Wake Forest
AUmversny estabhshcd by Baptists

1835=-Mount’ Mucheli Tméasured

Overview of Tourism
A6
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F. Local History (optional)

. 1838—Cherokegs removed to Oldahoma
A 1845—JamesK Polk becomes 11th President of the . S.
. 1861—NonhCarohnasecedesfrom the Union-
| 862—Wilham Sydney Poriér (O’Henry) bom in Greensboro
; 1865—-Andrcw Johnson becomes 17th President of the U, S,
Geneml Johnston smmders Confcderate Army to General
Sherman atBenneaPlace
4. 1868—North Carolina readmitted to the Union
. ~18&)—Nonh Carolma becomes leading textile state
\ lSSS—hmbeelndmsmcogmmdasCmawan Indians
; '1887—North Carolina State University founded
. 1888—I{ighPothunnmreCompanybecomcsfrst -
furniture factory in Norfth Carolina
. 1895—Georgc Vanderbilt builds Biltmore Estate

- E. Events in the Ealy 1900’s -

1900—Thomas Wolfe boen in Asheville *

1903—anht Brothers fly first power-driven airplane at
Kill Devil Hills-

. .19(B—Tobaoco empire 6f James B. Duke split
1917—World Warl

1920’ s-—Preeent day network of roads and highways begun
1924—Trinity College (Duke University) established
1929—The Great Depression

1936—Intmcoastal Waterway completed

1941—-World War I

. 1959—Construction of Research-Triangle begins- SA-25; SA-26; SA-27; SA-28
CTiB 001-1.03-01-02

SA-29; SA-30; SA-31; SA-32;
SA-33

Psychological and Motivational Aspects of Travel and Tourism

A. ‘Reasons for Travel

’

Push-pull concept PR-2

2. Discretionary/Nondiscretionary travel PR-5; SA-34

B. Types of Motivators g PR-1

Physical motivators
a. Rest
b, Sports pgnic;ipation
. Beahrécreation
d. Relaxing entertainment
¢. Health
f. Other
Cultural motivators SA-35
a. Music
b. Ant
¢. Folklore SA-36
d. Dances
¢. Paintings
f. Religion
g Other
+ Interpersonal motivators .
.a: Mect new people 14 I
b. Visit friends/relatives

Overview of Toruism
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c. Escape from rouunc/famxly and ncighbors
--d. Make new. fncndslups
4. S(atus and prestige motivators
-a. Business
b. ~Coriventions
(A Study
cid. Pursuu of hobbics and education

C. Types ofTburism : PR-2
Nalture
/ Pultuml
Social
Act;ve
Recreation

bwéwwr

.6 Sport:
7. Specialized
8. Religious
~9. Health

10; EthnicSA-37

D. Barriers to Travel PR-1

Lack of time

Health limitations

Family stage :

Lack of intcrest . ‘ ’ ;

Fear and safcty CTIB-001-1.04-01-04

ENCE R
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OYERVIEW OF"I‘OURISM

'Using brochures, leaflets, etc., obtained from a local travel agent, pian an “ideal”
‘Vacation. “The.cost of the vacation should not exceed $5, 000. Prepare basic
dally agendas and keep a record of antxcxpatcd expenses. Present your vacation
plan to the class.

:* - --~~Invite-a-guest-Speaker.from one or more of the major components of the tounsm

Lo industry. h

List sevéral examples of tourism products or services whoss ina;'fet demand would
: be affected by:
Do a. -age of potential customers
o b. marital status of potential customers
-, .gender of potential customers'

Assume that you ilth_‘. just opened a luxury resort. List the occupational groups that
you will try:to attract to your resort.

Assume hat you-are the manager of a theme park. List services and activities that
the park might offer to accommodate the following groups:
&, over 65.age:segment
b. ¢hildren 6 and<younger
c. .teenagers
d. yuung adult market

Research-and prepare a two-page written rcport about an early spa or resort in
North Carohna.

Research and prepare an oral report on the history of a specific mode of transportation.

Prepare a ﬁmcligl_c depicting the development of the various modes of transportation.

Write a léttcr'o‘f inquiry to the home office of a hotel/motel chain. Request information
-about the history and l_dcatio‘ns of the hotel/motel.

Using a-map of the United-Sates,, 1dent1fy the locations of a specific hotel/motel chain.
Informanon obtamcd in SA:9 would be beneficial in completing this activity.

"Pi“a”n th_c agqnda for a one day tour of your city/town/county. Include all points of
interest,
16
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Select a tounst~generat1ng country Prepare a booklet explaining all aspects of the
‘tourism industry in this countty. (Include information such as maps, tourist
" attractions, history; ttaditions; etc.).

Write a letter of inquiry to a state of your choice, Request information about the SA-13
ecanonic-ifipact.of touristn in tha state.

‘Research-one bf the foilowing areas: SA-14
a..employment
b. income.
C: ‘revenue
d vnsxbal‘ty
L culturil-benefit.;
Explam the i impact of tourism on-the area. :

- —Inivite-a. -guest.speaker.from your locz] Chamber of Commerce to dlSCllSS thei 1mpact SA-15
.of tovisism in the area.

Invite a repre.,entanve from an environmental group or agency to discuss the positive ~ SA-16
and negative effects of tourism on the local environment.

In small groups; brainstorm the positive and negative effects of tourism on the local SA-17
environment.

* Select a historical site in North Carolina. Identify commercialization te':hmques -18 .
utilized to attract visitors. 8

Select a tourist attraction. Research the services offered by the atiraction that cater SA-19
-to the needs of customers.

Identify the trends in automobile design that would stimulate vacation travel by this SA-20
mode of transportation.

Write a letter of inquiry to an international, national, or state travel/tourism SA-21
organization. Request information about the role of the organization in the
industry. Present this information to the class.

. Invite a representative from-a local tourism organization to discuss the role of the SA-22 i
organization. 5
Contact a trade association/organization for a schedule of events sponsored by SA-23 A
‘their organization. Arrange a visit to an event. (Examples visit a-trade exhibit,
food-fair, expo, etc.)

Contact a local business to request copies of trade-sublications. Describe the format SA-24
-and information contained in the publication to the class.

17
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Select a historical site in North Carolina. Prepare a written report detailing the SA-25
‘historical development and importance of the site as it relates to the tourism'industry
N in the area,
G © -
¢ Identify.a person who played a-significant role in the history of North Carolina. Gather SA-26

‘informationto include thie family history, lifestyle, and contributions of your
selected individual. Assume the role of this person. Present an oral autobiography
to the class.

{» ' Create a display or bulletin board depicting the history of North Carolina. This may SA-27
be designed using original items, illustrations, sketches or other original ideas.

Visit an'antique shop or museum. ‘ SA-28
’ Complete SA-27 depicting the history of your local area.. SA-29
T Researchand develop a local Historical timeline. ‘Include-all-significant persons, SA-30

events, buildings and attractions.
Take a walking tour of your city or town. Identify points of interest that you observe.  SA-31

Create a scavenger hunt for a visitor to your area or to be used to educate local citizens SA-32
about points of interest. Have a fellow classmate try your scavenger hunt.

Research your family history. Complete a poster representing your family tree. SA-33

In small groups, identify reasons for travel. By group consensus, determine the SA-34
reasons that are discretionary and nondiscretionary.

Identify local cultural sites or activities that attract visitors to the area. SA-35
: Invite a guest who is knowledgeable in local folklore or local culture to make a SA-36 /
? presentation to the class. (Examples: an American Indian, a storyteller, etc.) b
: Select tourist attractions in North Carolina that would meet the expectations of the SA-37 o
following tourists: .
: ~ 8. nature
p. b. cultural
Lo . social ,
s d. active
. ¢. recreational ,
2 f. sports E
g. specialized :
i h. religious
;. ‘1, health s
¢ j. ethnic B _
‘ i8 <
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EVALUATION MEASURES

OVERVIEW OF TOURISM

‘COMPETENCY GOAL 1: The learner will recognize the importance of travel and tourism.

i OMPETENCY OBJECTIVE 1.01; Explain the purpose and importance of tourism to North

' TEST ITEM 001-1.01-01

INSTRUCTIONS TO STUDENTS: Define the following:

e a. Tourist ‘

b. Travel i

-~ - .. .¢. Tourism. .
TEST ITEM 001-1.01-02

INSTRUCTIONS TO STUDENTS: Read each of the following statements. Determine if each

statement is true or false. Record the correct response (true or false) in the blank to the left of each
-statement,

1. Tax revenues generated from travel and tourism have no impact on the standard of
living in North Carolina.

2. One of every ten North Carolinians depends significantly or entirely on travel
and tourism for employment.

———3. Anactive travel development program in North Carolina helps t0 increase the
visibility of the state.

4. Travel and tourism has little or no effect on the income levels of North Carolina
residents.

5. Travel and tourism businesses expose North Carolina residents to a variety of
languages, ideas, people, and cuitural experiences.

| 19
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’TEST"I"’:”‘-EM 001-1.02:01

¥

INSTRUCTIONS TO STUDENTS: Idcnufy each of the following as international, national, statc,
or local txavcl/tounsm organizations: Write your answer in the blank to the léft of each orgamzanon

1. Chambef of Commerce
2. N. C. Deparirhent of Tourism, Division of Travel and Tourism
U. S. Travel apd Touri.sm Administration
Federal Aviation Administration
World Tourism Organization

Welcome Centers
TEST ITEM 001-1.02-02

INSTRUCTIONS TO STUDENTS: Idennfy five orgamzauons ‘and/or trade publications that
Swould:sefve as resources fot a lodging establishment in'North Carolina.

20
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o8 : “‘, OMPETENCY OBJECTIVE 1.03 Demonstrate knowledge of the hlstory of North Carolina and
o pow:itrelates to today s toutism mdustxy |

TESTITEM 001-1, 03-01 i

INSTRUCTIONS TO STUDENTS:. Read each of the following statements. Determine if each
. statement is truc or false. Write the correct response (true or false) in the blank to the left of each
7. -statement.

: * . —=_1, Raleigh was iricorporated as the first town in North Carolina.

— . 2. The Wright Brothers flew the world’s first power-driven airplane near Kitty Hawk.
3. The Lost Colony was the first attempt by the English to colonize America.

4. The Quakers séttled the area now known as Winston-Salem.

} - § ﬂe Biltmore Estate in Asheville was built in the late 1890’s by George Vanderbilt.

TEST ITEM 001-1.03-02

? INSTRUCTIONS TO STUDENTS: Identify a historic event that took place in North Carolina.
) Discuss the impact of this event on travel and tourism in the state.

e

[} ! ’ H
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TEST ITEM 001-1.04-01

INSTRUCTIONS TO STUDENTS: Match the following motivators with the examples given.

~ physical 3
cultural ‘
interpersonal
status and prestige

(S
.

Meet new people

2. Planning a ski trip

w

Visiting a museum of Cherokee Indian history

_— 4 Attending a trade show in Charlotte

o

Spending a weekend touring the Biltmore Estate

S At o miee o % e ol

Visiting friends and relatives

S

. 7. A trip to Carowinds

TEST ITEM 001-1.04-02

INSTRUCTIONS TO STUDENTS: Explain the push/pull concept of travel.

i TEST ITEM 001-1.04-03

INSTRUCTIONS TO STUDENTS: List five types of travel. Identify one or more points of
interest in North Carolina that would satisfy the needs of each type listed.

TEST ITEM 001-1.04-04

INSTRUCTIONS TO STUDENTS: List five barriers to travel.

22
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KEY TO TEST ITEMS TEST ITEM 001-1.04-03
OVERVIEW OF TOURISM Answers will vary. Some possible answers include:
1. Nature—beaches, Blue Ridge Parkway
TESTI'I'EM 00i-1.01-01. 2.  Cultural—N, C. Symphony concert
a.  Aperson who wants to get away from home for a 3.  Active—Old Salem
‘change. 4.  Social—bus tour to Charlotte
b. ‘Al overnight trips away from home and all day 5. Recreational—Carrowinds
trips of 100 miles or more 6.  Sport—Beech Mountain Ski Resort
c.  Thebusiness of attracting visitors and catering to 7.  Specialized—trade show in Charlotte
their needs. 8.  Religious—Ridgecrest Baptist Assembly
9.  Health—mountains
‘TEST ITEM 001-1.01-02 10.  Ethnic—Cherokee Indian Reservation
False
“True TEST ITEM 001-1.04-04
True. Time, health, family stage, lack of interest, fear and safety
False
True
EST ITEM 001-1.02-01
Local
State
National
‘National
Intemational
State
TEST-ITEM 061:1.02:02 =~
Answers will vary .Some possxblc answers to mclude
American Hotel and Motel
Association; Clpgmberof Commerce Convention Bureau.
TEST ITEM 001-1.03-01
1.  False
2. Tne
3. False
4. False
5. True
TEST ITEM 001-1.03-02
Answers will vary.
TEST ITEM 001-1.04-01
1. Interpersonal
2.  Physical
3. Cultural
4. Status and prestige
5. Cultuml
6. Inmpcrsonal
7.  Physical
TEST ITEM 001-1.04-02
"Push factor—the desire 10 travel comes from within the
‘person,
Pull factor—the destination attracts the person. 23
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COMPETENCIES

"' B 3
- CUSTOMER RELATIONS }
§
e C(_)MPETENCY GOAL 2:: The learner will recognize the basic fundamentals of customer o
E .relations in the tourism industry. . o
L
COMPETENCY OBJECTIVES "
201 - i)evclop personality traits important to business.
S 202 Mueintain appropriatc-appearance.
2.03 Explain the nature of effective communications. o
2.04 Explain the nature of effective verbal communication.
2.05.  Address people properly. )
2.06 Listen to and follow directions. 9 A
2.07 Uss telphone in business-like manner. "o
e 2.08 Explain the nature of written communications.
X 209  Read charts and graphs. :
2.10 Direct customer/client to other locations.
: 2.11 Handle customer inquires.
i’ ) 2.12 Interpret business policies to customers/clients.
2.13 ‘Handle difficult customers. 2
0 2.14 Recognize the importance of addressing the individual travelers’/tourists’ needs. *
¢ 2. lf Explain the critical aspects of business image. 0
: 2 16  Explain the role of customer services. .
- 317 Explain key factors in building a clientele.
EERIC Cstomer Relasions




A

Explaini the selling process.
Obtain product information.

Process.télephone orders. - : )

Process thie various methods of customer payment. :

‘Recognize the-importance of seciirity and saféty precautions.
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CONTENT/TEACHING OUTLINE
CUSTOMER RELATIONS

PLANNING NOTES

Developmg Interpersonal Shlls B

A lmmg to Be Successful PR-2
Undmummg yoursclf
2 Handlmg failure:
3. * Developing potential SA-1; SA-2

B. Valued Behaviors 1d Attitudes

l3Pemst§nce

lS Senseofhmnor
16. Sensxtmty
17 Tolerance
18 Imtnnve

. SA-3
. Recogrising Sirogthsand Weaknesces S
1. Personalstrengths

2. "Personai ‘weaknesses

D. lmPfOVlng Personahty Traits PR-18
L. Evaluate your personality
2. Amlyzc your evaluation
3 Develop a plan of aition
4. Putplan into action SA-S

PR-17

E. Empb)anpectauons

L Helpmglommpmf‘t )
" 2. Helping to achieve growth
_.3: ‘Deévelop desirable traits
: - -a.. Competence
b. Loyaliy ,
d. ‘Honesty
(S Responsabduy
f Industriousness

Customer Relations
B4




F: -Customer Expectations
1.” ‘Identifying needs.
2. Satisfying needs

G. Personal Appearance
1. - Grooming:
2. Appmpgatc dress

* Comimunicating Thoughts, Feclings, Needs and Information

A. ‘Methods
1. Verbal
- a. Oral
b. Written
2. Nonverbal
a. Symbols
_ b, Body language
‘c. Proximity
d: Sign language

‘B. Conimunications Process.
1. Ideation
2. Encoding,
3. Transmission
. 4. Reception
5. Decoding.
6. -Response

'C. Levéls of Communication
1. Downward
2. Upward
3. Horizontal

. D. Styles of Communication-
i.. Formal
- —-2: Informal-- - - -

E. Barriers to Communication
1. Physical
a. Time
b. -Space
. €. Message coinplexity
d: Environmental limitations
e. Personal handicaps
2. Mental
-3, Personal interests
b.- Cultural conditioning
c. Peérsonal interpretations
d. Stereotyping

F. Eff.ctive.Verbal Communications
a. Gramiro=and vocabulary
b. Tone of voice _
" .c:Pronunciation

2

Customer Relations
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SA-7; SA-8; SA-9
CTIB 002-2.01-01-02

CTIB 002-2.02-01-02

PR-1
PR-2
SA-10
SA-11

SA-12
SA-13; SA-14

SA-15

SA-16

$AAT - -

SA-18
CTIB 002-2.03-01-02

PR-3
SA-19

SA-20

29
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d. Slang -
¢. -Eye( contact :
f. Info:mal speahng
l) Mahng introductions
2) Convcrsaums
'3). Plovxdmg mfonnauon
g Publ!c speaking
1) Typesof speeches.
a) Infamauve
- --b) *Entcmmmg
. -C)-Persuasive
2 Prcpnnng the speech
) Introduction
b) : Body
¢)~Conchision.
3) Nme commandments for public spealung
2): Beprepared
b)Organize
c)-Rehearse
d)-Make good first impression
" ¢) ‘Stand tall
f) ‘Speakup
g)"Be yourself
h)- Dress the part
i) Time yourtalk - SA-22
CTIB 002-2.04-01-02
G. Addressing Pcoplc in a'Business-Like Manner
1: Avoid use/of slang | . PRS
2. Avond terms of. endearment
3 Use custorner” s'name when possible
4. _Addrgcs_ supervisors formally in business situations SA-23
. CTIB 002-2.05-01-02
H. Llswmng :
1. Ways of listening PR-3
a. ‘Pasgive.

T ”"Actiir‘é' T ‘

2. Rulcs of hstcnmg ! PR-2
a. Lxsten for. facts and feelings
d. Become actively involved
c. Ehmnmte distractions
d. Do not anhclpatc
. ‘Avoid prejudging speaker
f. Clafy. - =
8. Give immediate feedback SA-25

3. Follow directions SA-26; SA-27

’ g CTIB 002-2.06-01-02

I. ‘Ui thé Telephone in-Business-Likc Manner
1. Fundamemal procedurcs : SA-28; PR-6
2, Telephonc manners PR-7 .
CTIB 002-2.07-01-02

J. Wrimn Commumcauons
Complctmg busmess forms
2 Writing &  business iciser
8. Typesofbusmm letters
) Aclmowledgemcnts
2) Confirmations:
3) Makmg mqumcs and rcqucsts

s




4). Answenng inquiries and requests SA-29; SA-30
5)Sales letters
6)- Adjustmems : :
7) Answering complaints. '
8)- Credit » ;
9) Follow-up :
b. -Current busifiess letter formats
C. G..:dchnes for plannmg the méssage PR-3
1) ldenufy the purpose ‘
2) Listideas and facts
3 Orgamzc mformauon
_4) _Preparc a rough. draft .
d. Mcasuring cffocuvcncss of writtcn commtnlcauons CTIB 002-2.08-01-02

[

v

K. Recading . PR-9
1. Types of reading o
a. Skimming PR-3; PR-§ i
b. Scanning ‘ SA-31 1
c. Inténsive’ o
2. *Gathenngandsomng information
a. Charts SA-32 ‘
b. Graphs SA-33; SA-34 .
C. Brochures/Leaflets SA-35 ‘
d: Maps CTIB 002-2.09-01-02 g
L. DuectCustomerstoAnotherIocauon \{
1. Within your business :
2. Wnlunthcama )
3. General directions , SA-36 :
CTIB 0602-2.10-01-02 o

M -Handle Customer Inqmnw
1. Recogmzc Customer status preferences PR-2
a. When customer wants to be boss
b. When customeraccepls you asco-equal
c. When customer wants yeu to lead
2, Conversmg wuh customers. -
a. Think before you speak X
SR, ,.hb.:mmkaboutyom-mtendedaudnence SRR R : ’ ) TS
. 1) Who they are :
2) Extent of thelr knowledge of subject
3) What will it take to satisfy their needs
c. Greeting stage
d. Conversation stage-
1).Self-confidence :
*2)-Interest !
3) Creauvuy ;
e. Goodbye stage: SA-37
_ L . CTIB 002-2.11-01-02 “a
N. Interpreting Busifiess Policies to Customers :
1. Definition of business policies :
2, Types of. pollc1es " -
a. Company. policies. - - PR-10 J
b. ‘Merchandise policies- :
¢, Setvice policies !
l) Sellmg and shoppmg services ’
2) Ccmvemence services

Custamcr Reladons
B-7




3). Proﬁz services
4). Commumty services
d. - Credit policies-
A Petmel policies
3. Benefitsof consistent business policies
4 Repeat alec
~b Smdtds for handling problem

. HandleD:ffic\mCustomers
Pncticmgthecnstomersctvweammde
2. Commontypesofdnfﬁcultcustomets
a8, Argumentative
b.- Csmmcomplmnas
c. -Non-talking'
d. Know-it-all
3. medmforhmdling
a. Listen ™

b Panebefaemmng :

:C. “Show.empsthy
d. Restate the problem
e Addmstheptoblem

. Addressing ] Indivxdual Customer Needs

1, Undaumdmghwnmbehavwr
a. People like to feel they matter
b. Individuals are unique
c. Wbole-petmeoncept

d. Human dignity concept
e Human pownual movement

f: Maslow's Hiemchy of Human Needs

g: ‘Nine stages of life
2. Human relations with customers
a. Tact
-b. Courtesy
¢. Respect

II.  Critical Aspects of Business Image

A. Business Image

I. Definition of busmess image
2..  Customer perceptions of businss image
a. Prestige-oriented cm/apnsw
b. P_ronm-orienwd companies -
* ¢, ‘Corivenience-oriented firms
3. Aspecu of buslness imaae
a Inﬂuenoe of pmduct/aemce policies

1), quorlineaof merchandise/service
2)- Asaonmentof memhandlsc/scmces

‘b. Inﬂoence of pncing policies
c. ‘Inﬂuwce of place policies
1), Location -
2) Atmocpha
d. Inﬂuence of promotion policies

C/momr Relations
S < )
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SA-38
PR-11

"CTIB 002-2.12-01-02

PR-2

SA-39
PR-12

SA-40-
CTIB 002-2.13-01-02

PR-1

SA41

PR-11
SA-42

SA-43

CTIB 002-2.14-01-02

SA-44; SA-45
PR-11

SA-46
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¢. Impact of personne! pilicics and practices
" 1) Pcrsonal contacts;
2) Care and share mcntahly 4
f. -Influence of customer service pohcncs PR-12
g:- Impact of Customers® previous experiences
h. :Influence of clientele SA-47; SA-48
) CTIB 002-2.15-01-02
B. Custotmer Services.
1. Definition of services PR-13
2. Products and services offered PR-2
a. Products and services offered :
b. Salcs supporung services |
1) Costrecovery services
2) 'No cost services h
¢. -Goodwili- . . |
3. Main categories of customer services PR-13 i
a. Credit }
b. Merchandise handling ¢
c. Customer accommodations |
d. <Informational and advisory
e. Customer facilities and convenience SA-49
X . o CTIB 002-2.16-01-02
-C. Building Clientelé
1, Identifying target market
_ a. Definition.
b. Importance, : -SA-50; SA-51
2. Elements of marketmg mlx PR-16
a. Products and sérvices
b. Price
c. Place .
d. Promotion © SA-52 )
CTIB 002-2.17-01-02

Selling Process
A. Definition PR-12; PR-21

B. Imponancc
Identify goods and services needed by tourists
2 Assist tourists in purchasmg pmducgs and scrvices
3. Create and maintain employment
4. Satisfy wants and needs of tourists
5. Assist in maintaining high standard of living

C. What Customers Expect from a Salcsperson
. Friendly and helpful

Prompt service

.Neat appearance

Courteous and panenl

Bcncﬁts of purchase

Listpn and understand desires

Answer questions L
Suggestions ' oo
Adequate mfonnatwn ‘
10 Help them buy to best advantage . :
11. Interest in cusiomer satisfaction after the sale :
12. Determination to please 33
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13. Remember customer preferences )
14; Assist in making wise buying decisions SA-53

. .Five Muml Stages of Self-persuasion
1. Amnnon

2. Intérest

3, .Desire

4,. -Conviction

‘5. Action

Seven Steps of A Salc ' SA-54
Determining customer wants and needs
Feature-bencfit presentation
Overcome objections
Closé of the sale
. 'Suuesﬁion sgllu)g and reassurance SA-55

H?M?PP“

.CustomerMoods

Talkative

Silent

. Friendly

Timid or sensitive
Impatient

Dommatmg or superior
Procrastinating

i Customer Buying Motives

1. Gain or economy

}kuh

Comfort and convenience

Safety.and protection

Affection and Jove

Pmngc and recognition

Vniety and recreation . SA-56

PNAUNE LN~

NArELR

. Product’
. -Patronage

Information Needed to Serve Customers
1. Merchmdise]semwc avmlablc in the business

1
2
3,
4, ~Emoﬁona1
5
6

CTIB 002-2.18-01-03

4, Mmhmdue/semccs availablc in other locations
5. Mérchandise not.carried by busmess

‘6. Muchmdiseﬂman be special ordered

7. Muchmdue bemg ptomowd' :

8. ‘Cae of machandnse of equipment A

. ;'
‘Customer Rcladons
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J.. Specific Product/Scrvices Information
Maierial composmon
ManUacumng process
Uses.

Performance

Service

Care

Brand

Price

. Compelition

. Related items.

R W,

5

R P bl g W e
¥ AP
e

A

OWNANDWR =

Pk pmad
O

K. Sources of Product/Services Information
"Other salespeople

Customers

Pcrsonal experiences

Pubhauons

Special training classes
Competitive shoppmg

“Tours

PN DN

A - L. Process Telephone Orders
L 1. Importance of telephone sales in travel and tourism
a. Makmg mvauons/gwmg information
' b, Qualifying customers in preparation for face-
to-face contact
c. Time and mohey-saving method
d. Follow-up
2. Stepsof telephone sales presentation
. Preplanning |
: ;1) Study product/services
: ° 2) Develop sales vocabulary
, 3) Outline salw call
. Telephone s sales ptesentauon
1) Givean opemng statement
2) Establish rapport
3) Provnde feamm-bcneﬁt statements
i 4) Ask quahfymg quesuons
S 5) Overcome objections
(o 6) Closc the sale.

oo M. :Methods of Customer Payment
1. Types of sales
a, "Cash
1) Curmency
.2) Checks
b. Charge
1) Credit cards
a) "Typss of credit cards
b) Credit authorization
2 Pmcessmg
cob .
. Layaway
¢. Discount

ao

Customer Relations
B-11

SA-57.
CTIB 002-2.19-01-02
PR-11

PR-12

CTIB 002-2.20-01-02
PR-2; PR-9

SA-58; SA-59
SA-60

SA-61
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2, General rules for cash register use

a Keepcashdnweromerly

‘b. Have sufficiént change
¢. Record salec carefully and accurately

d Donotzroupsalec

-¢. Bé caréful when handling receipts
i A Bmldcmomergoodwxll

N. Sec\mtyandSifetyPrecautims

L

Safety practices

8. Occupational Safety and Heallh Administration

b. Safety procedures

1) Completelccndentrepm form

.2 Keepmhmysclean
3) Mukexmpropedy
4)- Close stock drwers
5) Keepelevsorteasclcar
%) Cbeckexxtdoors

T) Follow safety regulations for use of equipment
8) Keep firedoors and areas clear ,

9) Enforce no-smoking rules
lO)Keep floors clean

c. Guidelines for hmdlmg an accident

1) Repoit 0 management
2) Do not move injured person

3) Innemew in)ured party and witnesses
4) Donot: volunteer pemonal opinion

5) Accurately report the accident

6) Report accident to ingirance company

d. Fire safety

1) Observe no-smohng regulations

2) Use pmpetconmums

. 3) Store boxes and flammable liquids properly
4) Bo familigr with éxit procedures

5) Bealert to safety
Security
a. Detecting and preventing theft
1) Forms of credit
-a) Shoplifting
b) Larceny
¢) Embezzlement
d) Pilferage
2) Types of thieves
8) Professional shopliftcr
b) Klepwmmm
) “Thrill” shoplifiers
d Juvemlc offenders
3) Shophfung techniques
a) Boosters
b) Diverters
c) ‘Blockers
d) Sweepers
D) Welke:s
f) Wearers

36
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PR-9

SA-62; SA-63

PR-2

SA-64; SA-65
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4) Protection of stock
a) Follow customer service practices.-
b) Use surveillance systems
¢) Improve storc layout
5) Employee theft
b. Observe apprehension and arrest policics

s Customer Relations
: B3
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STUDENT ACTIVITIES

CUSTOMER RELATIONS

In H?‘iﬁwn Relations at Work (PR-17), complete Activity #5 on pages 53-54.

. In Himian Relations at Work (PR-17), complete Activity #7.on pages 57-62.

o Im P:ychology and Hum Relations in Marketing (PR-18), complete

“Pérsonality Rating Sheet™ on page 29.

. In Huﬁaﬁjkelatlbhsq(wgrk (PR'-17). compiete Activity #13 oi page 73.

" -Using “Perscnality Rating Sheet” from SA-3, identify personality traits rated average

- or below and prepare a personality improvement plan.

Invwe‘ & local employer.to speak to the class about employer expectations.

In Hun'wm Relalio’ns at-Work (PR-17), complete Activity #23 on page 111.

Assume the role of assistant manager ata local tounst attraction. It is your

Roleplay tlns situation in small gmups

Invite an employer from a local tourist attraction to speak to the class about the
importance of appesrance and gdod grooming in the tourist industry.

In Psychology Humau ‘Relations and Work Adjustment (PR-1), read Case 1

on page 245 and discuss questiohs..

~Locaie aﬁé@%@@?ﬁ&a‘{ﬁidf is jargon-filled. Rewrite the article in standard English

which would be understandable to anyone.

Make a list of symbols used to communicate messages. Examples: $, #, &, etc.

. -Complete “Test Your Body 1.Q.” on page B-19.
Play Charades. Topics might include tourist attractions, hotel chains, etc.

~Invme a'guest speaker proficient in communicating with.the heanng-lmpalred

= Suggesnon Teach a greetmg, student $ name, etc., in Sign language.

‘ %Rolepluy tourism-related situations using downward upward and horizontal levels of
comminication: ,

33
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SA-13
SA-14

SA-15

SA-16




‘\

23 ,
"Complcté “Communications Crossword” (SA-1 in North Carolina Marketing SA-17

-Guide, Communications unit ).

Arrangc for a coworker/adnumstramr to visit the classroom. Prior to the visit, plan SA-18
a dramatic confrontation betv/een the visitor and teacher (or student). After the
incident, instruct students to write.their personal interpretztion of the scene.
Discuss mental barriers affccungypemgpnons

Use orie of:the many paperback books available that offers a humorous look at SA-19

Sout'hqm accents to discuss Southern grammar and vocabulary.
Select a short message for-each student to read and record on cassette. Discuss SA-20
pronuncxanon. tone of voice; and slang.
Roleplay a-variety Q_f introductions.. Example: Introduce employer to parent. SA-21
Prepare and present an informative speech. Topics might include a local tourist SA-22

attraction, economic impact of tourism to the area, étc.

Use “Addressing People in a Businesslike Menner” (SA-8 in North Carolina SA-23
Marketing Giiide, Communications unit ). '

Divide class into two groups. Commumcatc to one group that they should relate a SA-24
personal experience to their partner. The other group should be instructed to be
inactive listeners. Talk about how it feels when no.one listens.

Use “Listening Evaluation” (SA-13 in North Carolina Marketing Guide, SA-23
Communications unit ).

Complete “Following Directions” (SA-21 in North Carolina Marketing Guide, SA-26
Communications unit ).

Have pairs of students sit back-to-back. Provide puzzle pieces for both students. SA-27

Student A will arrange pieces into a design or his/her choice. Student A wxll then
communicate the design to Student B. Each instruction may be given one timme only.
Compare the puzzle arrangements, Discuss listening and following directions

Use a teletrziner or telephones to roleplay procedures for telephone usage. . SA-28

Prepare a business letter answering a letter of inquiry about a local tourist attraction or  SA-29

site.
Using the letter in SA-29, type in proper letter format. SA-30
“In Communications in Marl;etiﬁg (PR-3), complete “Learning Pacer Form" SA-31
on page'39.

| Customer Relations
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" Using road | maps, determine distances usinz map scale of miles. SA-32

Contact local Chamber of Commerce for charts and graphs related to the impact of SA-33
tourism in your area.

Invite a. guest speaker from the local Chamber of Commerce. Encourage the speaker  SA-34
- toshare mformauor ‘with charts and graphs.

- Obum leafllets/brochires from local tourist attractions of historical sites. Read and SA-35
< present mfo:mauon to the class. ‘

' Secure or. develop a map of-the-local area (city/county), a tourist attractior or a SA-36
‘historical site, Assume you are an employer in the area/attraction/site. A tourist/
traveler has reque,sted directions to a location oh your map. With another student
roleplay how you would direct this tourist/traveler to the location.

Assume the role of an employer in a local tourist business (Example: hotel, motel, SA-37
Testaurant, gas station, etc.). Roleplay with another student the following
customer inquiries;

‘a. Whereis the restroom?

'b.. How would we get to ?

-c, “Our child is sick.. Where can we find a docior?
- d. Whmxsagoodrestuumnt?

c. Isthereagoodplace to shopm this area?

f. "Where can we find lodging for the night?

g. Whatis. the history behind ~___?

h. Can ws: get transportation to the airport?

R What’umes dothe presentanons at the take place?

Prepare clearly-stated and concise pohcy statements of a touris -oriented-restaurant SA-38
for each of the ﬁollowmg areas:
2. Customer requests for special orders
b. Customer payment

Interview three salespeople who work in tourist-related businesses. Ask the sales- SA-39
pcople how they typically handle the types of difficult customers. Record your
mtcrviews for class presentation.

Invite 2 manager or assistant from a tourist-related business to speak to the class. SA-40

Encourage the speaker to discuss the statement “The customer is always right.”

Wnte your own name and the names of one family member, one friend and one SA-41
“person fmm a work situation on separate sheets of paper. Referring to the whole

person- oonecpt. list as many life roles as you can tt"nk of or know about each

person.. 'I/'dk wiith each person to determine if your fist encorapasses all the roles

O

* . théyfill.
. 40
43 MC S Customer Relations.

- « N
e e < " . B.I
A e R A s B
oot .t N bo-
- . MU s s ren b e o . Ll e




Assume the: role ofa concnerge for a major hotel. Choosé one person from your list
il SA—41 “This’ person is a-guest of-the hotel. Identify one need this person
mlght have il each role listed in SA-41. Bneﬂy describe how you would sssist
the guest in fulﬁllxng each of these roles.

Cqmplete ‘?Makihg Words Out of Courtesy” on-page B-20.

As you vnsnt dxfferent tounst-orxented ‘businesses (at least three), make notes on

" the décor, color and general appearance of the business.. Write or give a report
of your- findmgs ‘

: ‘Locate samples of busmess logos or signs (from newspapers, magazines, direct mail
ot other, sources) of touriSt-relatéd businesses, Prepare an oral or. written report
descnbmg what’is conveyed by these desngns and if the image is accurate.

tourxst-related busmesses Vlsnt the busmesses and determme 1f the i nnage
prOJected in:the ads accurately depicts the place of business,

Prepare a two page descrlpuon covenng the images of two tourist attractions.. Include
<the type of opération (prestige-oriented, promotion-oriented, convenience-
oriented). and the. speclfic policies' that support the business image bemg projected.

‘Choose three dlfferent destinations and survey five people who have never been to
these- places (use adults). ‘Get information on their view of the cost, the people,
the sights and activities, the weather and any other i images they hold. Find three
or ingre peoplc who have visited each destination and complete the same survey.
Compare the results

Select a [ocal tourist-oriénted business. List customer services offezed by the business.
Idenufy additional services that you feel might improve customer relations.

Identify a’local tounst attruction. Research and compile a list of the demographics of
of the clientele for this businéss.

Complete the DECA Creativé Marketing Project Competitive Event. Refer to current
DECA Handbook

In Business Pnnctples and Management Study Guides and Problems
(PR-16), complete Pmblems 8A and 8B on pages41-42.

'Wnte a brief descriptiofi.of the salesperson s strengths and weaknesses that you
' obscrvcd during, 4 récent shopping expenence

‘-In Leadershap Development (PR-19), ccmplete “You-Approach Exerclze
’ -On page- 176

‘Customer Reladlons 1
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: ’In the Norlh Carolina Marketmg Guide , Selling Unit, select and complcte
appropnaﬁe smdcnt activities.

SRR ‘Pmpare a: postet dcp,cnng goods or services that a tourist/traveler might purchase

to sausfy wverious huying-motives..

- Prepam a bulletm board or poster displaying the success of merchandise/service
information for a local tourist attraction or arca. Examples: brochures,

) leaﬂcts, advertisements, guides, etc.

Cpmg_lg-.tc. ‘Makmg Change” on page B-21.

After havmg instructed your stisdents.on the procedure for operating the cash register

avallablc to.you,; - ‘do the following;

Develop some sales transaction problems. . ‘
,-Tapcatax scheduleto the cash register. ~
‘Have each studént: nng up a cash transaction correctly, announce the

N !"

sale, accept the amiount tendered, count the change back manually, and thank the

customcr

~ Note: If there is no. cash register available, simulate a cash drawer and evaluate students

-on counting change only
'Cbtgplpte,ﬂ)ECG-Math;maﬁcs LAP 46.
Read and discuss‘ “Charge Transactions” on page B-23.

Invxtc a local fire safety mspector/samtauon inspector/operations manager to share
safety pohcles and procedures with the class.

Contact the local chaptcr of the Amencan R “rossto arrange training in CPR for
the class:

3
)

Contact ihc Crime Prevention Unit of your local law enforcement agency to drrange
.a guest spcaker for the class. " All forms of theft should be discussed.

_ Complete DECA Crime Prevéntion Project. Refer to current DECA Handbook.

) iContact a large local business to arrange a tour through the facilities of the business.
DISCUSS th.% prevention tcc‘uuqucs utilized by the store.

42
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:Obtam sevaal sets of play money and have each student “set-up” the cash drawer

SA-55

SA-56

SA-57

SA-58

-SA-59

SA-60
SA-61

SA-62

SA-63

SA-64

SA-65

SA-66




o MAKING WORDS OUT OF COURTESY

DIRECTIONS 'I'hem are many traits and actions which show courtesy. Below is listed the letters E
: ~C O U R T ES Y. Beside each’létter write as many w words as you can that start with that letter which
‘ arc trmts of courtesy or ways of showing courtesy. -

-+ i€ considerate

U understanding

R respectful

T tactful )
E  enthusiastic

Y YOU. IF YOU SHOW THESE TRAITS AND ACTIONS YOU ARE SHOWING
‘COURTESY. ¥

.
2
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SA-13
TEST YOUR BODY LANGUAGE £.Q.

1. You recite a*l_ist of reasoiis why-you deserve a-vaise and your boss covers his mouth with the
' palm of his liand dufing your entire piésentation. He’s telling you:

. - . 'Hé’s goingto tufn'youdown

= -~ oo b He plans to $ive you the raise

- ¢:.He’s'having difficulty thaking a decision

:::::

2. You’re mulling over an idea with a colléague at work and she keeps tapping her foot and
looking at her watch. From these gestures you can infer that she: '
-a. Is-angry-with.you:
b. Is tired
-¢. Is' impatient
3. You walk into a room for an important job interview and the company president gives you a
two-handed handshake and-pats you on the back. With these actions he’s
&. Saying he-appreciates your promptness
'b. Telling.you he-wants to-hire you
. Asserting his superiority

Key:

a‘lesson or two in body-talk basic.
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C- -s

( State ahe amouint of the sale:to the customer.
‘ 'When the customer presents’the money, place it on the ledge above cash drawer or on top of o

’ Aftér the: custémer.accepts the change, put the money- “tendered in the proper compartment of

. §D . . cean ) -
Usmg the table presénted below, determine the total amount of change to be given to the customer.
- Use the fewest number of coins as possible.

Amo“unt: _Amount 1 5 10 25 $1 $5 $10 $20 Total Change
of Sale - Received ’

T25 $100 2 o
$ 449  $10.00
$ 1598  $20.00 :
$ 2950  $50.00. o
'$ U357 $10.00
§ 265 § 500
s 1253 52000

81647 52002

MAKING.CHANGE

cash draw X

" State: aloud the amount that the customer presented and the amount of the sale. For examiple, if
' ~:the sale is: SS 56 and: the customer: gives you'$10.00, you say aloud; “$5.56 out-of $10.00.”
iUsmg the: fewest pleces of: change posmble, start. with:the amount of the sale, count forward

and take the necessary: change ¢ out of the cash. drawer until you reach the amoung tendered by ' -

- the custofner, -For - éxamnple, | fora sale of $5.56 out of $10.00, you'would need 4 pennies

($5 60), 1 mckel ($5 65);:1-dime ($5 75), 1 quarter. ($6.00); and 4 singlés (87,38, $9, ‘ o,
$10):. You!start with the sale aimouat, add currency until-you reach the amount tendered.
*Count the: change back to.the custonier aioud, For example, you would say “$5.56,

$5 60,'$5.75, $6.00, $7 00 '$8.00, $9.00, $10. 00" ‘Counting aloud to the customer will check
your accuracy and assires the ciistomer of receiving the correct change: A
the.cash drawer.. ‘Close the drawer, thank the cusotmer and wrap or bag the customer’s
purchasc
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of Sale: -
4$ .25
'S 449
$ 19.98
. ~‘$ 29 50
.. $ 357
$ 265

¥ 1647 -

-

SRR AT R T S

»

A g

‘Amoiint;

Amount
Received
'$ 1,00

$10. 00'

'$20.00
$50.00,

31000
$5.00-

«;~7-—--«$»~12 53----$20.00.. .

$20 02

1 5 i0

$10 $20 Total Change

$ .75

$ 531

$ 4.02

1 $20.50

(YU TN Y

—_— %0643
$-2.35
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CHARGE TRANSACTIONS

H

_M._\A.,‘
™

i addiﬁon to paying cash for merchandise purchased, the customer may charge the merchandise to
hls/her acvount and | pay for itlater at many stores and businesses. It may also be charged to a bank
charge account. The sale charged to the customer’s account is called a-charge-take when the

— v woma s

customer takes the merchanaise with, hlmlher and a charge send wkien the merchandise is delivered.

T all stores, a charge transactlon requires the identification of the customer. Customer identification ;
is usually- done in'one of thnee ways: (1) by personal 1dent1ucatmn of thé customer—recognizing
- him/her, (2) by credlt card or. 3) by requesting authorization ffom the credit department. Methods ‘
1 and 2are often practlced in small neighborhood stores where each customér is known personally. .

In.most retml busmesses, custorners who wxsh to make a charge purchase present their credit card.
This could be a card from oné store or a group of stores or.a bank cara-i:amored at a numter of
esmbhshments

# ‘Some credlt cards and/or stores have a limit to the dollar amount the customer can charge. If this
g ' ‘amountis: excwded ‘it must-be authonzed by the credit department beforé the merchandise is taken.
e . Other irregularities in credit sales should be checked by the manager or credit card. If the

o :merchandise is-to be delivered, the sales slip will be attached to the terchandise and sent to the
dehvery dcpartment. Then the credit department will authonze the purchase before it is delivered.

4} ‘ . After determining the transaction is to be a charge sale, the clerk would follow this procedure:

b 1. Ask the customer for his/her credit card. This is your means of authorization.
P 2. Check the card number against the invalid list. (This information is prepared by the credit card “
- .company;or.individual store and lists card numbers which have been expired or which should
% not.be honox'ed because they have beeir lost or stolen or because the company has ceased
B ' providing credit to the card holder. ).

3. Ring up the purchase on the cash: register. Compute tax, subtotal, and total.

4, - Prepane the charge sales slip.

5. Stampthe charge sales slip:with;the customer’s card.
-6.” ‘Give the: slxp to the customer for hls/her signature.

1. ‘Compare the  signature 0. that.on the card.

8. ‘Returni the catd to the customer.

9 Obtmn credlt approval or authorization if a credit limit i is involved.

10.. vae the customer his/her copy. of the sales slip and file the store copy in the cash register.
11. Bag the memhandlse (some stofes staple the sales slip to the outside of the bag). :
12 Thank' ‘the-customer. ’

4
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EVALUATION MEASURES

CUSTOMER RELATIONS

: COMPETENCY GOAL 2: The learner will recognize the basic fundamentals of customer
‘ relations in the tourism induatry.

T8,

K OMPETF‘NCY OBJECTIVE 2.01: Develop pcrsonahty traits important to business.
. TEST. ;'r'EM 002-2.01-01. -

INSTRUCTIONS TO STUDENTS: From the followmg list of traits select those- whlch are desir-

K able in- developmg a biisiness personality. Place an X in the blank to the left of the items you
¢hoose.

1. Cheerfulness
.. 2. Eaithusiasm
_.__ 3. Patiénce.
. 4. Body structure
_-5: . Independence
. 6. -Seise of humor
7. Afrogance
— =, 8. ‘Resentment
— 9. Intolerance
— - 10. Dependability
11. Patience
. 12, Tnitiative
—13 Over agpressiveness
— .14, Smsmvxty
_. 15, Compassion

48
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TEST ITEM 002-2.01-02

INSTRUCTIONS TO STUDENTS: Match each of the terms listed in Column A with the most
closely related term in Coluinn B. Record the lettcr of.your choice in the blank to the left.

1 Dependability ' a. Eagerness
.'2. Trustworthiness b. Self-governing
_3. Open-minded c. Honesty
4. ‘Indiistriotisness d. Hard-working
5. Compassion e¢. Understsading
_6. Patience . f. Receptive
7.--Enthusiasm -.g. Forcefulness
——. 8. Independent h. Reliability
9. Empathy ‘ i. Sympathy
i i0; Assertiveness j: Self-control

49
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©TEST ITEM 002-202-01

INSTRUCTIONS TO STUDENTS From the following list of charactensncs, seleci those which
oontnbutc foa favorable impression in busmess Place an X in the blank to the left of the
charactcnstxcs you choose.

1, ‘Good grooming
2. Serious facial expression
3. Jeans and tee shirt
__4 Impatience -
e :5:  EreCtposture
6 ‘Pleasant smile
7 Tallomd suit
8, Slumped shoulders
1_9 Enthusmstu‘ approach
—_10. Extrcme han'stylc

'TEST ITEM 002-2.02-02
lNSTRUCTIONS TO STUDENTS: Read each of the following statements. Determine if each

statement is true or-false; Record the correct response (true or false) in the blank to the left of the
statemcnt.

1. In business an employee’s personal appearance is not very important as long as
the employee gets his or her work done.

2. Employees who maintain good personal appearance help create favorable impressions
toward the business.

3. Employees should be able to dress the way they want and not according to store
policy.

—— - 4. "Thedress of an employee runs no risk in offending or losing customers.

— 5. Employees would probably not lose their jobs because of undesirable personal
appearance.
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’ Tls.ST ITEM 002-2.02-03 :

rr INSTRUCTIONS TO STUDENTS: Read each of the following statements. Determine if each

= ‘s!atcment is true or. falsc. ‘Record the correct resperise (true or false) in the blank to the left of the ,

statement. i

:‘;\ 1. Personal appearance refers to the mental image that you present to others. :
s

o 2. Appéarance and first impressions are important because they influerice the way others :

see and react to you.

| 3. Personal -appearance includes health, dress, and grooming. :

4. One of the most important factors in personal appearance for a restiurant cmployee is

clean fingemnails. i

;5::' 5. High school students in marketing occupations should not be expected to follow f

o company dress codes. -4

b :

5 ,,;

: o1 .
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TEST ITEM 002-2,03-01
below. .
‘ 1. Horizontal
2. Upward
3. Downward

TEST ITEM 002-2.03-02

— 1. Responss
2. Decoding
_3. Ideation

E — 4. Transmission

z —— 5. Encoding

6. Reception

P TETaCearY

pro—.

MPETENCY OBJECTIVE 2.03: Explain the nature of effective communications.

!NSI?RUCI‘IOSS TO STUDENTS: List an example for each level of communication given

INSTRUCTIONS TO STUDENTS: Match cach of the terms listed in Column A with the most
accurate definition in Column B. Record the letter of your choice in the blank to the left.

Column B

a. Putting thoughts into words or action

b. Formulating an idea

c. The receiver’s formulating a response message
d. The receiver’s turning the messzge into meaning
e. Sending the message

f. Receiver’s taking the message as it arrives

P
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: COMPETENCY ‘OBJECTIVE 2.04: ‘Explain the nature of effective verbal communication.

\l
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TEST ITEM 002-2.04-01
INSTRUCTIONS TO STUDENTS: Read each of the following statements. Determine if each
statement-is i€ or false. Write the correct response (true or false) in the blank to the left of each
staiciaent,

1. You should adjust your tone of voice iv your audience and message.

N
2

Slang words are appropriate in a business presentation,
3. Proper grammiar and vocabulary enhance the credibility of a speaker.
4. Eyes transmit more information to an audience than any other part of the body.

5, Pc;plc usually pay no attention to words that are mispronounced.

TEST ITEM 002-2.04-02

INSTRUCTIONS TO STUDENTS: Prepare an informative, entertaining or persuasive speech
following thé nine commandments of public speaking. Present your speech to the class.

03
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 TEST.ITEM 002-2.05-01
INSTRUCTIONS TO STUDENTS: From the following list of statements, select those which
demonstrate knowledge of how to address rther people in a businesslike manner. Place an X in the
blank to the left of the statements you choose.

' —_1. Betty calls to her department manager and says, “Joe, this woman wants to talk with
you.”

—— 2. John tells his customer, “Mrs. Jones, your alterations will be ready by noon.”
3. Kevin tells the store marager, “Yes, sir, that shipment arrived yesterday.”
4. Joan gxpla.iné to Ecr customer, “Sweetheart, that dress looks fabulous on you.”

5. Linda-tells her customer as she enters the department, “Mrs. Lanford, we just
received & new shipment of your favorite handbags in new colors.”

TESYT ITEM 002-2.05-02

INSTRUCTIONS TO STUDENTS: Read each of the following :statemems. Dete-mine if each

statement is true or false. “Write the correct response (true or false) in the blank to the left of each

statement.

1. Terms of eadearment,such as “dear”, “honey”, or “sweetie” make the customer feel
approciated.

2. Evenif you are on a first-name basis with be boss, you should address them formally
in the presence of customers.

3. You should refer to a customer as “sir” or “ma’m” only if the customer is obviously
.older than you.

4. Customess feel welcome in your store if you address them by name.

~3. Slang terms are appropriate to use when talking with customers if they are the same
~ age as the salesclerk.

o4
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OMPETENCY'OBJECTIVE 206: Listen to'and fllow directions

TEST ITEM 002-2 06-01

lNSTRUCTIONS TO STUDENTS You will listen to the instructions on new policies and
_proce ‘ures gwen at a Storewide meeung You should take niotes during the presentation since you
are to be xesponsxble for mfonmng fellow employees who are absent about the policy changes.

INSTRUCTIONS TO TEACHER: Read the following “storewide meeting” to students. Allow
students,to ask any questions, but do.not reread any parts. On a separite page, have e students

wnte the answers to the followmg questions as you read them based on the information they have
Just heard.

Good aftemoon ‘Welcome to our.méeting. I have several new polxcles and procedures to report to
you. thls af'-rnoon

* First of these—-A lost and: found hox has been placed behind the service desk on the2nd floor.
Any tost artwles you find in your department should be brought bere.

e Second——A ‘new dress’ code will be enforced begmnmg ‘Wednesday. Women afe not permitted to
'wear: Slt :veless garments or-jeans. They should wear fashionable business attire. Pant'suits are
appropnate——do riot wear.dress pants and a blousc—-—the nips should be covered with a jacket or a
.Sweater:, Hemhnes shauld be no more: than 2 inches above, orbelow the knee. Men are required to
‘wear a suita d tie oF. sportscoat and tie if. they are on the sales floor.

*: Thtrd-"—'Store pohcy prohibits any drinking or eating on-the floor. Management has observed
Sevéral: people with'soft drinks on the saies floor behind counters. If this continues, drink machines
will’ be removed.

* Fourth—We have switched to a new computer system for keeping inventory. Iam passing out an
example of thé pew tags that w111 be on all merchandise. Looking at your example, you will see
‘threé sections to the. tag, the section labeled 001 will be torn off and placed under the sales counter in
abox. ‘Section 002 will: £o on a spindle beside the register and 003 will remain on the garment for
~-the customer. At the end of. the day these tags should be: taken to Mr. Carter’s office on the 2nd floor
behmd the furmture departmem ‘Be sure to demonstrate to0. .your fellow employees so they will have
no doubt how to use the new computer tags. Are there any questions concerning the items
dlscussed? <Our. meeting is adjourned.

‘

Students may use thetr notes'in answering the following questions:
Why was:the. meetmg called?

, g;  What'wasiki ifie’ mavprocedure covered?

3. What spccxﬁc location’i ‘instructions. were given?

4. . What .was:thersecond policy covered.?

Whin: will_ it begm?

What Mpc uueux
1. - ‘Whatk ,ox pantsarepcrmmed?
) 8. *What was said about hemlines?
S ¥ What should. ‘meh wedr-on the sales floor? 55
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: 11. ;What wﬂl -be: the consequcnccs if store policy is not followed?
12 ~What was. the fourth policy covered?
13, ‘How: riiany. sections on the new.tags?
14 ‘ What shouldbe. donc mmally with'gach section?
© 15. . 'Where will'these tags be taken daily?
“"rE‘sr -ITEM:obz-z.Qs-oz
- ’INSTkUCTIONS TO STUDENTS Read each of the following statements. Determine if each
" statemnerit is true or. false. Write the correct response (true or false) in the blank to.the left of each
statcment.
= L. Listening is the same as hearing. -
-2.. The greatest barrier.to better:listenipg is thelocation of the listener to the speaker.

.-3. Prejudice and bias are major blocks to effective listening.

4. Sv'npathy allows a listener to listen to what is being said from the speaker’s point of
view.

5. -Active listening is giving full attention to what is being said.

o6
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QMPETENCY OBJECTIVE 2.07: Use telephone in businesslike manner.

s o

TEST ITEM 002-2.07-01

‘INSTRUCTIONS TO. STUDENTS Read each of the following statements. Determine if each
sta'emcnt is trué or false. Write the correct response (true or false) in the blank to the left of each
Statement.

__1. When answering the telephone at a bus.ness, identify yourself and the business right
away.

—_____2. Voice and telephone personality take the place of body language over the telephone.
3 If you'reach a wrong number, you should quickly hang-up without apologizing.

4 Using a caller’s name fmquently in a «elephone conversation makes them feel
uncomfortable.

5. When answering a business phone, you are the business to that caller.

TEST-ITEM 002-2.07-02 ,
INSTRUCTIONS TO STUDENTS: Read the situation below and complete the iemo form based
on the. mformatzon _provided.

Your employer, Mr. Adams, is out of the store and will return later today. You are to take the calls
and record any messages that the callers would like to leave. Mr. Adams will return the calls when
he returns. Situation: -Mr. John Walsh called at-10:00 to talk with Mr. Adams about a problem at
Lowe’s Warehousc ‘One of the trucks has broken down and the delivery that was to have been made
today cannot be made until tomorrow. If Mr. Adams would like to discuss the situation further, he
can call Mr. Walsh at 919/723-4567.

) J0 . _
- MESSAGE :
-J- DATE TIME
1 WH“.E YOU WERE OUT
.
. OF S R
ProNe
" Jieernones | [ ereasecaut
- caLL€o o seevor | | owiLL cay acain |
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TESTITEM 002:2,08-01

INSTRUCTIONS TOSTUDENTS: Assume that'you arc an employee of the Breckinridge hotel.
Mr. and Mrs: John Jones have reques*zd reservations for a doubic occupancy room for the week of
November 2-8: "Write d letter of con: -mation using proper business <rmat.

TEST ITEM.002-2.08-02

INSTRUCTIONS TO.S" UDENTS: Rewrite the following memo to make it mors clear and
concise. . :

The purpose of this memo is to. acknowledge the 1éceipt of the copy of.the invoice of June 9 which
‘we requested. We wish to. take this opportunity-to express our appreciation of yéur prompt attention
to this matter: Enclosed.y6u will find dir check'in the arriount of $38:86 in payment of the invoice.
It'is with siricere apology that we send this payment after locating our mistake while refeiring back
to our records. We assure. you that we will make every effort to avoid a mistake of this nature in the
future.

o8
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TEST-ITEM 002-2 901 |
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INSTRUCTIONS TO STUDENTS: Read and interpret the tax chart below. This is an example
-of a tax Chart at the rate of 4 1/2%. If the sales price is less than 9 cents, there is no tax; if the price
1510 ¢ents t0.29 cents; the tax is 1 cent, etc. The.tqblé below shows tax on sales up to $25.00.
Using the chart, figure the tax on thé ameuiis listed bélow.
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TEST ITEM 002:2,09-02
‘INSTRUCTIONS TO'STUDENTS: Read and interprer the mileage chart bel w. Using the chart,
-determine the: mileage.between the cities listed below.

Emm To Mileage

a. Asheville Durham

b.  Burlington " Greenville

:c.  Fayetteville  Hickory

d Blowing Rogk Elizabeth City

€. Cape Hatteras. _Hickory
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G OMPETENCY OBJECTIVE Dlrcct customer/chcnt to other locanom

le\)‘ ~ o

L e swar € g

gy v ol

:IN‘STRUCTIONS TO STUDENTS: Assume you Jre an employee in The Gift Shop at Sam’s

Amuscmcnt Centcr "Use the diagram below to give directions for the following:
g Xqu.hi'étwqu_ing in.the gift department. Direct a custemer to the snaci: shop.
3

You ar¢'in the back of the cexd shop. irect a customer to the men’s restroom.

You are standing at the t-shirt display. Direct a customer to the candy department. : ‘
‘Diagram: The Gift Shop Sam’s Amusement Center ' |
_ ~ — . | _
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CTESTITEM 002-2:10-02 ,

‘ i_IFNSTRUCTIONS;"‘]‘O”S,'l“.UQENTS; Assume you are an employee of a local restaurant located at B
. the‘intersection of North Church Street and Lees Chapel Road. A tourist has telephoned requesting 1
~ directions to your. business from the intersection of I-40 and Guilford College Road. Using the map
‘below, write the directions given to assist the customer to your location. _—
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‘JCOMPETENCY OBJECTIVE 2.11: Handle customer inquiries. E
* “TEST.ITEM 002-2.11-01 :
INSTRUCTIONSTO STU!)ENTS: Assume that you are an Information Center employee at your §
local Chamber.of Commerce. A family of five including a man, woman and th-ee small children is
requesting inforination. Respond to the following inquiries. {
1. Which x'mdqratc’ly-priced hotel/motel vould you recommend in this area?
2. What filll-service restaurants would you recommend for dinner that would accommodate our
 family?

3. Would you recommend at least two area attractions that our family might enjoy v-iting? g
TEST ITEM 002-2.11-02
INSTRUCTIONS TO-STUDENTS: Read each of ihe following statements. Determine if each :
statement is true or false. Write the correct response (true or false) in the blank to the left of each
‘statement. -
—— 1. When-conversing with customers, think about your intended audience before you 5
v, speak. ‘ z
£ 2. In the business.world, the customer is the boss.
b 3. Confidence in yourself and your ability to serve the customer contributes to
successful conversations with customers. :
a3 ,
4. A cool, indifferent attitude of an employee helps to create a positive impression of :
: A the business. :

5. '.ne goodbye stage is important in handling customer inquiries because it creates a
lasting impression. <
Castomer Relations
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TESTTTEM 002:2:12:01

'INSTRUCTIONS TO STUDENTS: Match each of the terms listed in Column A with the most
closely related tenn in Column B.. Record the Ictter of your choice in the blank to the left.

1. Personnel policy a. Baby stroliers are available to customers free of
charge
—~——.2: Merchandise policy b. No refunds on merchandise without a receipt
3. Credi; poiicy c. Persor:al checks are not accepted
4, Service policy d. All employees must wear the company uniform

during work-hours

5. Company organization e. Employee cormplaints should be reported to
policy immediate supervisors
TEST ITEM 002-2.12-02

INSTRUCTIONS TG STUDENTS: Read each of the following statements. Determine if each
statement is true or false. Write the correct response (true or false) in the blank to the left of each
statement.

1. Business policies are intended to create an image in the customer’s mind before,
during and after the sale.

2. Business policies provide a basis for handling customer problems.
3. Consistent business policies contribute very little to 1epeat business.
4. Accepting credit cards is an example of a merchandise policy.

5. Business policies assist in minimizing future problems.

64
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- TESTITEM $02-2.13-01

INSTRUCTIONS TO-STUDENTS: List the procedures that should be used by a salesperson to
handle difficult customers.

B TEST ITEM 002-2.13-02 :

INSTRUC"‘IONS TO STUDENTS: Assume that you are an employee at Max's Seafood
Restaurant. .An angry customer.approaches you at the cash register, slams the bill for their meal on
= the counter and.complains loudly about the service received from the waitress. The waitress,

P accordmg to the customer, displayed a negative attitude and was slow to serve and meet requests of
‘ ‘the customer. The customer shouts, “I don’t think that I should be expected to pay full price for this
‘mcal!”

rer o
NS
A

RS

Answer the following questions conceming the customer’s complaints:

What is the problém? :
What is th customer’s complaint? >
What questions would you ask the customer? ‘
List possible solutions to the customer’s complaint.

Select the best solution and explain why this solution is the best choice.

¥
DA WN
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- TESTTTEM 002-2:14:01

INSTRUCTIONS TO STUDENTS: Assuie the role of an employee of the Seaside Hotel located

on' ‘the beach. Indmduals in all stages of life frequently visit your hotel. Identify a specific need for
- -each of the life stages below and indicate a service that could be offered by the hotel to meet the
need:

1. Young, single people

2.  Newly married couple, no children
3. Full-NestI, youngest child under 6
4.  Full Nest II, yougest child 6 or older

5. Full'Nest HI, older couple with
dependent children

6. Empty Nest I, older ccuple no
children

/
7. Empty Nest II, older couple retired

8.  Solitary survivor, employed

9. ’Solitary survivor, retired

66
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TESTITEM 002-2.14-02

INSTRUCTIONS TO STUDENTS: Read each of the following statements. Determine if each
statement is true or false. Write the correct response (true or false) in the blank to the left of each
statement.

1. Customers like to feel that they matter, that they are special.

2. Travelers/tourists should be treated as unique individuals.

_ 3. According to Maslow’s lierarch of Human Needs, the most important level of need
- is the social need.

: —4. Inthe whole-person concept, sometimes a person’s roles coincide and conflict.

5. "Tact, courtesy and respect should be used in addressing individual tourist/traveler’s
needs. ;
b
;.
2
|
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“TEST ITEM 002-2.15-01

AINSTRUCTIONS TO STUDENTS: Define business image.

TEST ITEM 002-2.15-02

statement:

P

2

INSTRUCTIONS TO STUBENTS: Rezd each of the following statements. Determine if each
“statement is true or false. Record the correct response (true or false) in the blank to the left of each

Businesses Lave distinctive qualities that make impressions on people.

Employees can be the best or worst asset the tourist industry has in forming positive
images .. its businesses.

Tourists usually-frequent hotels and restaurants tnat have an image similar to the
image that they have _{ themselves.

Creating an image for a tourist attraction is a simple process.

Atmosphere and appearance have little effect on thc customer’s image of a business.

68
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TES’f‘I’l‘El‘«Z-MZ’-Z‘ i6’-01‘

INSTRUCTIONb TO, STUDENTS: Identify the customer services offered by tourism-related
busmesses from the list below. Place a “C” in the blank to the left of the services that are Cost
‘Recovery. Place an “N” in the blank to the left of the services that are No Cost Services.

5 ; . Y,
N S R 10 T R T R T L N Y

1. Baby Strollers
2. One-hqur film processing
3. Shipping
. 4. Parking i
5. Restroom attendants
__ 6. Playground areas
7. Postal service : "I

8. Beliman/porter l

. Room service , RS
10. First aid station ;
TEST ITEM 002-2.16-02 N

INSTRUCTIONS TO STUDENTS: Read each of the following statements. Determine if each
statement is true or false. Write the correct response (true or false) in the blank to the left of each
statement.

1. Sales supporting services are provided by businesses to support the producis that
they sell.

2. Goodwill is the positive feelings that people have toward a particu'ar business.

3. Credit services involve activities such as delivery, sto.age, shipping and gift
wrapping.

4. Customer accommodation services are conveniences which assist customers in
gaining maximum satisfaction from the merchandise they buy.

_35. Personal shoppers are an example of infisrmational or advisory services.

Customer Relations
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_4. Markets are people

TEST ITEM 002-2.17-01

lNSTRUCTIONS TO STUDENTS: Read each of the following inconiplete sentences. Determine

‘whichof the complcnon choices is most appropriate for each statement. Write the letter of this
‘Tesponse in the space provided to the left.

— 1, ‘A market for products-and services is composed of .

-a."'Wants and needs

b. Potential consumers
¢. Money:

d. Homeowners

2. The market for air transportation is the market for bus transportation.
a. Larger than
b. About the same size as
c. Smaller than
d.. Not appropriate for

~_ 3. Markets are people with

a. Differént needs and wants
b. Dissimilar characteristics
c. Something in common

d. The same objec:tives

—

a. Who live in the same geographic location
b. With money to spend

¢. With incomes over $20,000

4. Of the same age

5. The process of dividing the total consumer market into smaller groups of
people is referred to as .
a. Market divisicn
b. Marketing research
¢. Market identification
d. Market segmentation
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TEST ITEM 002-2.17-02

INSTRUCTIONS TO STUDENTYS: For each of the products, write at least one number that
~corresponds to a'possible characteristic of potential customers for the product.

Products.

Curling iron
Dog biscuits
Mink coat
Bathing suit
Air conditioner
Bird cage
Sootball helmet

Electric typewriter

Characteristics

L

8.

9.

Sex (male/female)
Age group
Geography
Education level
Maritat status
Family size
Income level
Race _

Pet ownership

10. Nationality

11. Home ownership

12. Occupation

71
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‘TEST ITEM 002-2.18-01

: INSTRUCTIONS TO STUDENTS: From the following statements, select those which indicate
the:importance of sclhng ‘Place an “X” in the blank to the left of the statements you choose.

1. Selling activities raise the standard of living.
2. Selling activities raise inflation rates.
—— 3. Selling activities create demand for new products.
4. Selling activities create jobs for others.

S. Selling activities 1" ¢ product prices.

TEST ITEM 002-2.18-02

'INS STRUCTION: | TO STUDENTS: Arrange the steps of a sale in the correct order. Number one
iarough seven in tuie blanks to the left of the steps.

1. Feature-benefit presentation
— 2. Approach

3. Suggestive selling : 2d reassurance

s

Overcoming objections

+

S. Closiag the sale

6. Determining wants and needs

7. Preapproach
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» TESTITEM 002-2;18-03

INSTRUCTIONS TO STUDENTS: Read each of the tollowing statements. Determine if each

statement is true or false.. Write the correct response (true or false) in the blank to the left of each
Statement.

— 1. Themerchandise approach is most effective when the product features relate to
the customer’s needs.

2. Salespeople should stop selling when customers have objections because the
customer is no longer i~*~rested.

3. 1 .cuses are hased on the merchandise while objections are the customer’s way
of delaying the sale.

4. Todetermine wants and needs, a salesperson should observe, question and
listen to the customer.

The sale is complete when a salesperson asks for the close.
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COMPETENCY OBJECTIVE 2.19: Obtain prodict information.

2 TESTITAM002:2.19.01

lNSTRUCI‘IONS TO STUDENTS: Place a check in the blank to the left of each source of
. -product information,

R 1. Price tickets
2. Customers

— 3. Manufacturer’s leaflets ard brochures

L]

SRR 1 0 I\t Y I
-~ i ] M b PR I

{ __ 4. Priceindex

« —— 5. Hangtags

f : 6.. Stock markei report
( — 7. Productitself

— 8. Salespeople

: TEST ITZM 002-2.19-02

, ‘ INSTRUCTIONS TO STUDENTS: Read each of the following statements. Determine if each
stateraent is true or false. Write the correct response (true or false) in the bla1k to the left of each
" statement.

t 1. Product information is less important today due to the increase in self-service

o businesses.

- 2. A saiesperson who is not familizr with a product cannot sell effectively.

(T
.‘1

- 3. Well-informed salespeople fear objections from their customers.

4. Itis not important to know your competition and the products they have for sale.

; : —— 5. Product knowledge includes what products are not carried by the store.
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: OMPETENCYOBJECTIVE 2.20: Process telephone orders.

TEST-ITEM 002:2:20-01

INSTRUCTIONS TO STUDENTS: Read each of the following statements. Determine if each
statement is-true or falsé. ‘'Write the correct response (true or false) in the blank to the left of each

statement.

Telephone selling is more difficult than personal selling.
Many businesses are increasing their use of the telephone for selling.

The opening statement in a telephone sales situation is not as important as the
approach in a face-to-face sales situation.

Time should be spent preplanning a telephone sales situation.

“Canned” sales presentations are the most effective method of making a
telephone sales presentation.

TEST ITEM 002-2.20-62

INSTRUCTINNS TO STUDENTS: Assume the rcic of an employee of a telemarketing

company. Y

*omnpany-is currently promoting Funland USA, a local theme park. The park offers

the following aus.ciions:

Thie largest roller coaster i ihe world

“Smallville”—ten rides for children under 6

Siz-variety shows offered at various times throughout the day
Wear rides.

Open 9:00 2m to 10:00 pm

Shuttle bus service from parking lot

Food and beverage concessions

Shopping

Picnic areas

Covered rest arcas

You have been assigned the task of preplanning the telephone sales presentation for Funland USA.
Use the following steps to develop your presentation.

. Open‘ng’statement: Wriie an appropriate opening statement
. Establishing rapport: Write a statement that would e -tablish rapport
. Feature-benefit statemernit: Write two feature-bensfit statements
. Qualifying questions: Write three qualifying questions
. Additional féature-benefit siatements: Write three feature-benefit statements to
.use in your sales message
Overcoming objections: “Write two objections your customer might have
. Develop an answer to overcome each objection
. Closing the telephone sale: Write an example of a choice and an assumed close.

o Q0 o

500 M
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. OMPETENCYOBJECTIVE 2.21: Process the various methods of customer payment.
L TESTITEM 0222101

o *lNSTRUCTIONS TO STUDENTS: Youarea salespers “n (#4) in the High Plaz:. Hotel Gift
IShop On' May 10, of thxs year, Ms. Linda Smith of 307 Brevard Road, Asheville, NC 28806,
zpurchases the followmg items:

I porcélain tigurine, @ $49.95
2 t-shirts, size medium, @ $10.00 each

1' neckiace, @ $16.98 )
Ms. Smith will pay cash for the purchase. The sales tax rate is 6%. Complete the sales check.
TEST ITEM 002-2.21.02
INSTRUCTIONS TO.STUDENTS: Sequence the following tasks involved in credit sales by %

lxstmg the fiumber of each step in the blank provided.
Tctaling the sale
Obtaining the customer’s credit card
Checking invalid list
Stamping the charge slip with the credit card
Computing the tax
Thanking the customer
Subtotaling the sale
__ltemize the purchases
—_ Otiain customer’s signature

Give customer his/her copy of **~ sales slip %
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o COMPF;TENCYOBJECTIVEZZZ Recognize the importance: of security and safety precautions.

G W
N '\

[ORES

S e, #horo-ogn

LI

TESTTTEMORZ22200
' ms‘inquyloNs TO STUDENTS: For the safety practices listed below, give the beneiit of each
practice to the business and to the customer in the appropriate (¢ Jlumns.
Safety Practice Benefit to Business Benefis to Customer
1. Clesr stairways
2. Clearly marked exit doors ',
3. Completed accident reporis
4, Closed‘§tock drawers 5
5. Clear elevator areas ’
6. Clean floors .
7. Enforcement of no-smoking )
rules

?

TEST ITEM 002-2.22-02

INSTRUCTION" TO STUDENTS: Read each of the following statements. Determine if cach

statement is tre or false. Write the correct response (true or false) in the blank to ths left of each
statement.

Shoplifting can be minimized by the proper store layout.

[0
.

2. Employee theft of merchandise is called larceny.

3. Pilferage is a type of stealing done by hiding small amounts of merchandise in
shopping bags, purses, pockets, etc.

4. Kleptomaniacs steal on an abnormal impulse.

5. Engaging salespeople in a conversation, acting suspicious and asking salespeople for
merchandise from a stockroom are techniques used by blockers.

3
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" KEY'TO TESTITEMS
© CUSTOJER RELATIONS

“TESTITEM oon.oz-ol
12,3551011 12,14, 15

a msmrwooz-z.ol-,oz

I'EST lTEM 002-2.02-01
1,5,6, 7. 9

TEST ITEM 002-2.02-02
1 False

2. Tre.

3. False

4. False

5.  Tme

TEST ITEM 002-2.02-03
1. False

2.  ‘True

3.  Tme

4.  True

5. False

TEST ITEM 002-2.03-01
Answers will vary.

TEST ITEM 002-2.03-02
. ¢

2. d

3. .b

4 ¢

5. a

6. f

TESTITEM 00° 04-91
1. Tre

2. False

3. True

4. True

5. False

TEST ITEM 002-2,04-02

Answers wili vary. Stude . should show evidence of

\follgwmg}bg Nirs Commandmcnts of Public Speaking.

TEST ITEM 002-2.05-01
2,3,5

TEST ITEM 002-2.05-02

NP W

False
True
False
True
False

TEST ITEM 002-2.06-01

1
2
3.
4,
5.
6
7

Sex

0.

11
12.
13.
14,

15.

New policies and procedurcs

Lost and found box

Location behind service desk (2nd floor)
Dress code

Wednesday

Sleeveless garments or jeans

Pant suits—no dress pants and blouses—
hips covered with a jacket or sweater

No more than2" above or below the knce
Suit or sportscoat and tie

Prohibits eating and drinking on the
selling floor

Drink machines removed

New computer system for inventory

3 .
001—tom off and put under counter in box
002—put on spindle beside register
003—remain on garment

M. Carter’s office—2nd floor behind

furniture department

TEST I.EM 002-2.16-02

NP W -

T
1.
2.
3.
4
5

False
False
True
False
True

EST ITEM 002-2.07-01

True
True
Falsc
Felse
True
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TEST ITEM 002-2.67-02
. TEST ITEM 002-2.12-01
10 M dners ;. g
0ATE "rdzy':» date AT 3' c
WHILE YOU WERE OUT ‘
vi_Tong Bl 4. a
oF _Lew”'s Witeehoy ot 5. e
prONE 1D T3 4isn]
1(LLPHONLD PLEaLE CaLl TEST ITEM 002-2.12-02
€ALLED 10 1L¢ vou v CaLl aCam 1. True
ven1 70 1¢¢ YOU i autn 2. Truc .
uEssace: lkhm%m:.md’_h;uud Z :a}se
muuummm . alse .
Return coll o wishde 5.  True :
RONITAY :
N TEST ITEM 002-2.13-01
Listen to customer o
( Pause before answering
e Show empathy
- Restate problem b
TEST ITEM 002-2.08-01 Address the problem
Leiters should be written in block or modificd block
format. Wording will vary. TEST IT.iM 002-2.13-02
, 1.  Anangry customer to deal with .
TEST ITEM 002-2.08-02 2. Poorservice {
Wording will vary. Memo shouid be clear and concise. 3. Answers will vary
: N 4.  Answers wili vary ;
§ .. TEST ITEM 002-2,02-01 5. Answers will vary ‘
5 a.  $46
\1 b. no tax TREST ITEM 002-2.14-01
{¢ c. $69 Answers will vary.
; “d. 834 ’
: e. $1.04 TEST ITEM 002-2.14-02 3
: 1.  Tree :
: TEST ITEM 002-2.09-02 2. True
v a. 231 miles 3.. False
b. 142 miles 4. True
c. 178 miles 5. True
; d. 367 miles
: e. 404 miles TEST ITEM 902-2.15-01
’ How a firm is viewed by consumers and others.
’ TEST ITEM 002-2,10-01 ,
; Dituszions will vary. Directions should be clear. TEST ITEM 002-2.15-02
. 1. True
4 . TEST ITEM 002-2.10-02 2. True
; Answers will vary. Directions should be clear and 3. Thae
: concise. 4. False
; 5. False
;‘ TEST ITEM 002-2.12-01 ’
¥ Answers will vary. f
. TEST ITEM 002-2.11-02
. Tre
« 2. Tmwe
- 3. True 79 :
4. False :
5. True :
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TEST ITEM 002-2.16-01

T R

I, N
-2 C
3. C
4 N
.S N
6 N
7. C
8. N
9. C
10.-'N
Tasrrrsmooz-z.u.oz
True
Tiue
Filse
Lm,
True
TEST ITEM 002-2.17-01
. b
2 a
3. ¢
4. b
5. d
TEST ITEM 002-2.17-02
1. 1,28
2. 9,11
3. 1,2,3,7
4 3
5. 37,11
6 9
7. 1,212
8. 4,712
TEST ITEM 002-2.18-01
i,3,4
TEST ITEM 002-2.18-02
1. 4
2.. 2
3. 7
4. 5
5. 6
6. 3
7. 1
TEST ITEM 002-2.18-03
1. Tre
2. False
3. False
5. False
TESTITEM 002.2,19.01
1,2,3,578

TEST ITEM 002-2.19-62
1. False

2. Tre

3. False

4. False

5. Tre

TEST ITEM 002-2.20-01
1. True

2. Tre

3. False

4. Te

5. False

TEST ITEM 002-2.20-02
Answers will vary.

TEST ITEM 002-2.21-01

WINNO § CLEA oarg o(rt
)

# 4| s

i1h

nAM(
wonss 301 Brevard Roead

atr srare NC_ 10 QERCL
ate ,‘:"‘" Catinsion
L\ preelun fgurine 49 951 49195
2 17-shiric, sf2e Mediiml o000 90100
L Vpecklate 92| 14!98
i
TYPE OF SALE i | 2693
9(CAsu ocob tax 5:32

w72 5]

[

LN v s s

TEST ITEM (02-2.21-02
6,1,2,7,5,10,4,3,8,9

TEST ITEM 002-2.22-01
Answers will vary

TEST ITEM 002-2.22 02
True
Falsc
True
True
False

bl ol )
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COMPETENCIES

TRAVEL DESTINATIONS

COMPETENCY GOAL 3: The learner will understand the fundamentals of travel

3.01
3.02
3.03
3.04
3.05

3.06

. .destinations as related to tourism.

COMPETENCY OBJECTIVES

Explain destinations.

Describe gecgraphic aspects of North Carolina as velated to tourism.
Demonstrate the uce of a map.

Identify types of destinations.

Summarize the impact of travel/tourism on an area’s environment.

Analyze the need for accessibility of destinations by handicapyed tourists.

Travei Destinations
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CONTEN

T/ITEACHING ©

TLINE

TRAVEL DESTINATIONS

Travel Destinations

A. Definiticn: Specific areas that travelers choose to visit
1. Spend a significant amount of time (not stcp over)
2. Selection made according to motivations und

purposes

a. Business

b. Visit

<. Sightseeing

d. Combination of above

B. Appeal to the traveler

Value for dclar

Attitude of people

Variety of activities

Natural beaity and climate
Comfortable accommodations
Accessibility of area

Cultural and social chafacleristics

A o o o

C. Decisions related o destinations
Where 1

When

Mode ot ansportation
Who to take along

How long to be gone
Things to see and do
Accommodations to use
How mach time to spend
Route(s) to take

WP DWN -

D. Traveler classification by activities
1. Young sports traveler
a. Bicycling
b. Canoeing
¢. Hixing
d. Horseback riding
¢. Swimming
f. Tennis
2. QOutdoorsman
4. Power boating
b. Fishing
c. Hunting
4. Ice fishing
. Snawmobiling
3. Wint:s/Water
a. Sailing
b. Canoeing
c. Snow skiing

85
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PLANNING NOTES

SA-1

SA-2

SA-3; SA-4; OR SA-5; SA-6
CTIB 003-3.01-01




.d. Tennis
~.e. Water skiing
4. Sightseer
Natural resources
. Historical sitcs
Culturc-concerts/plays, ast shows
‘Man-made atiractions
Muscums

pangop

f. Festivals
5. Resort
a. Golf |
b. Tennis
c. Casino gambling
-6. Nightlife activitics
a. Professional sports
b. Major amuscment parks
¢. ‘Mua-made attraction.,
d. Nigntclubs and restaurants
e. Casino gambling SA-7

E. Difference between trave. touring and travel cestinations
1. Traveltouring
a. Origin to origin—v-2ekend average 597 miles
b. Origin to origin~-vacation average 1096 miles
2. Travel destination
a. Origin to origin—Weekend average 217 milcs

one way
b. Origin to destination—vacation averages 399
miles one way SA-8
CTIB 003-3.01-02
II.  North Carolina Geography
A. Guaeral Information SA-9

1. Land area covers 52,712 miles
Z. Ranks 28th among siates in land area
3. Distances covered:
a. East-West—approximately 500 miles
b. North-South—approximately 185 milee
4. Water resources )
a. 37,014 miles of freshwater streams and
rivers
b. 305,367 acies of iakes and reservoirs
c. 2,044,375 acres of estuaries and sounds
5. Climate
a. Moderate from coast t¢ moutains
b. Few extrernc temperatures
6. North Carolina is divided into 100 countics

B. Three Major Regions
1. Coastal region
a. 45% of land mass—extending 70-100 niiles
to Piedmont
b. Divided into two areas
1) Coastal region
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a) General characteristics
1. Lowand flat
2. Ocean tidelands
3. Maishes
b} Barrier islands
¢) Bodies of water
1. Rivers
2. Oceans
3. Sounds
4. Lakes
d) Natural tourist attractions
2) Inner coastal plain
a) General chamcwnsncs
1. Sandhxlls
2. Slightly higher elcvation
b) Bodies of water
1. Rivers
2. Lukes
¢) Natural tourist attractions
2. Piedmont
a. 39% of land mass
b. 200 miles westward
¢. Characteristics of land
1) Rollirg hills
2) Fali line
d. Bodies of v uter
1) Rivers
2) Lakes
e. Natural tourist attractions
3. Mountains
a. 16% of land mass
b. Appalachiin region
1) Covers 6,000 miles
2) BlueRidge
3) Great Smoky Mountaic
¢. Nawral tourist attractions

C. Geogmphlc Location of North Carolina
Section of country locat .
2. States bordering
3. Relationship to rest of country in terms of
travel
4, Relationship to rest of the world in terms
¢ “travel

IIl. Demonstrating Map Uscs

A. Locatc destinations
1. Maplegend
2. Destinationz
a. Letters and numbers on a grid
b. Longitude and lattitude

B. Road and highway symbols .ound on a map
1. ‘Interchunges 8 7
2. -Mukiland highways

i Trayel Destinations
-C-§

sy se s

|

SA-10; SA-11; SA-12

CTIB 003-3.02-01

SA-13
CTIB (n3-3.02-(2

SA-14; SA-15; SA-16

SN




Hard surface roads
Gravel, soil roz-s
. Roads/highways under construction
Bluc Ridge Farkway
Nationa! Park Road
‘Road symbols
a. Interstate
: b. -United States roads
L c. North Carolina roads
d. US Bike SA-17

90 NV B W

i C. Understanding map symbols

L. 1. .State and national foresis

¥ 2. Aimports

a. Scheduled airlines

3 b. Military airports

lk. C. Olher

Points of interest

‘Rest areas

Welcome centers

Hospital emergency servic : il
Park cam:psites

Railroad

9. Femry

10. Ski area

11. Populations of cities and towns

12. County seats and state capiial SA-18; SA-19

90 N GVLL B W

: D. Calculating milcage between destinations

£ 1. Mileage scales

B a. Miles

: b. Kilometers

t 2. Mileage on the map

a. Between two junctions

;o b. Tota! mileags betwecn two asterisks

E. Using a map to plan a trip S$A-20
C71IB 003-3.03-01
F. Giving directions
1. Problems with directions
a. Hard to remewnber
b. Information misunderstocd or
misinterpreted

c. Can be vague
d. Are not listened to carefully
T 2. Howto give directions
a. Krow your community or area
b. Listen to what is being asked
c. Use words right, left, straight ahcad.

Avoid east, west, north, or south.

N d. Use map to show directions. Draw sketch
:0 illustrate directions if map not available

e AR A
N

> e e

. e. Mention landmarks to guidé traveler
{ f. Explain distances in terms of miles or blocks /
g. Explainany symbol fourd on legends of maps 7
h. Explain street numbering sys:em 8 8
Travel Destinations
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i. Ifyou don’t know refer traveler to another

scurce
Jj. Becourteous and friendly

IV.  Destination Types

A. Natural Resources

l.

Climate

2. Beaches

3.
4.

Mountains
Bodies of water

5. Points of natiral beauty

B. Cultural Destinations

L

bl

Historical .

a. Events of importance
b. Places/arcas

¢. Famous people
Museums

Theatrical productions

a. Musicals

b. Dramatic presentations
c. Film presentations

C. Recreaticnal Facilities

Lol ol o o

Theme parks
Sk’ =2sorts
Beuc:u.s
Marinas
Campgrounds

D. Special Events

1
2.
3.
4,

Festivals
Celebrations
Sports

Craft shows

E. Destinations Involving Specific Activities

L
2.

Shopping

Business

a. Seminars/meetings/conventions
b. Training programs

c. Trade shows

d. Intermnational-related travel

Impact on Area’s Favironment

A. Importance of natural resources as part of
environment

1.

2,

/,,_

"Mostimportant element in the Jdevelopment

of tourist destination
Protection of natural environment is

important factor in successful development of

arca as long-term travel destination

7 ravel Destinations
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SA-21
CTIB 0C™ 3.03<C2

SA-22; SA-23

SA-24; SA-25

SA-26 OR SA-27; SA-28; SA-2L

SA-30

SA-31
SA-32; SA-33

SA-4

SA-35

SA-36

SA-37

SA-38; SA-19; SA-40; SA41;
SA-42
CTIB 003-3.04-01-02

SA-43; SA-44; SA45
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3. Lackof planning for cnvironmental impact
oftravel can result in ¢r.vironmental cost CTIB 003-3.05-01

B. Effccts on wildlife SA-46
1. Disrupting feeding and breeding
2. Killing of animals
3. Destruction of habitats
4. Restriction of wildlifc natural movemeat

C. Effects on landscape
1. Erosion
2. Devclopment
3. Destruction of natural beauty

D. Kinds of pollution
1. Land
2. Water
3. Air
4. Chemical
5. Waste SA-47; SA-48
CTIB 003-3.05-02 {
E. Protecting the environment of destinations .
1. Strategies to keep environment clean :
a. Adopt-a-highway program y
b. Community improvement projects
¢. School-sponsored projects
2. Envijonmental regulations
a. National
b. State
¢. Lo.al
3. Local environmental issues

SA-49

SA-50 :
SA-51 :

Background To Handicapped Tourism

A. Potential market over 50 million

1. Mobility allows for travel opportunities

2. Awareness for accessibility of destinations SA-52; SA-53
B. Handicapping conditions

1. Physical

2. iental

3. Sensory 5A-54; SA-55

C. Criteria for evaluating desiinations for handicapped SA-56; SA-57; SA-58
Parking

Entrances

Interiors

Exteriors

Restrooms CTIB 003-3.06-01

nmhwe =

D. Is§uc§ associated with handicapping conditions
1. Handicap as rclated to the individuat
2. Aui tu\deQ) of others toward handicapped person
3. Physical barriers SA-59

~
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E.. Accessibility of destinations to hand;capped
1. Recognizing symbois retated to handicapped . .cess
2. E-aluate accessibility of Cestinations found in N. C.
a. Mountuins
b. Piédmont
c. Coast : SA-60; SA-61; SA-62; SA-63;
SA-64
, CTIB 003-3.06-02

ORI RN v pr o papyrry
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STUDENT ACTIVITIES

TRAVEL DESTINATIONS

'R‘ead pages 124-130 in Tourism: Principles, Practices, Philosophies (PR-1). SA-1

‘List the destination appeal in the order that you think would be most important to least  SA-2
important: Survey several different age groups to see what tl.zir rankings would be.
‘Conipare your results—see what most people would consider important in ih= appeal
.of a destination, ‘

“You are to research the details of a trip that you have recently taken. Include the SA-3
following information;
* Purpose of the tfip
* What wire the 2ppé 1(s) of your destination
* List what decisions were made in planning your trip
Your repori may either be written and/or orally presented to the class {5-19 minute
presentation).

Use your school’s Senior trip, you are to plan a trip based on the decisions related to SA-4
travel destinations, OR

Plan a trip for a family of four. SA-§

Interview a travel agent and discuss motivations/purposes, appeals, and decisions made SA-6
by his/her Jlientsin choosing a desiination.

Using travel-related magazines (Southern Living, Southern Travel , etc.), SA-7
identify twe ads that would appeal to each of the classification of travelers'
activities.

Read Tourism Planning (PR-2). Using your community as the starting point, see SA-8

where you would arrive if you were to plan a travel touring trip for a vacation or
Just for a weekend. Do the same for a travel destination trip both for a vacation
and a week trip.

In North Carolina: The History of An American State “R-3), read
chapters 1 and 2.

Read The North Carolina Gazetteer (PR-4) as a resource for SA-11.
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Students are to work in four groups. Each group will be assigned a region of the
State. Your group-will complete the following:
A.'Draw a map of your region
~ Identify all physical characteristics; label bodies of water and natural attractions
b. Prepare to give a 5-10 minute taik on the region J
c. Place each region'together to form a composite of entire state.
NOTE: Be sure to highlight your county in the region in which it is located.
‘Each student could 45 his project as an individual projsct.

Study the affects of weather on tourism in your area. Check your phone directory for  SA-i2
local weather information or contact the nearest Weather Service Office for
"veather trends in your area.

Locate North Carolina on a map of the Unit=d States and explain its location as a SA-13
travel destination in relationship to the rest of the country and the world.

Read North Carolina Official Highway Map (PR-5). Locate the legend for the SA-14
-ap, the Index of Towns and Cities, Index of Counties and the Mileage Index.

You are tc locate and list the grid coordinates for yoﬁr community. Now locate your SA-15
cemraunity using longitude and latitude (PR-5).

Locate 10 major cities using the Index of Cities and Towns (PR-5). SA-16

On PR-5, locate an example of each type or condition of rcad or highway as used on SA-17
the map’s legend. List the coordinates from the map. Answer the following:
* From the map, what road information would you find around the Shallotte area?
* If you were a truck driver, would you drive on the Blue Ridge Parkway? What
does the map tell you?
* What does the map tell you about I-40?

On PR-5, locate an example of a city or town near your community that has the SA-18
following populations:

* over 10,000

* 5,000 to 10,000

* 2,000 to 5,000

* under 2,000

Find your county seat. Do you know where the nearest 24 Hour Hospital
Emergency Service may be found in your area?

Use “M{ap Symbols” o:- PR-5, locate an example of each of these symbols. SA-19

Travel Destinations
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You are to.plan a trip from: Murphy to Cape Hatteras.

. & Identify the roads/lughways ~you v-suld use.

Eb Meéasure the road mileage {include ferry mileage).

c. What examples of map symbols did you pass? Find 3 examples of each.

d. How many comimunities/cities did you pass? Identify examples uf populations
found in-tlie hap lezend.

-e. Locate poésiblc \ourist attractions founa on your route.

f. Locate the major bodies of water you would cross.

g What mlhtary reservations do you come near? How are these marked on the
map? :How many do we have in North Carolina?

‘h. Name the counties you would travel through. How do you know when you
have crossed over into another county?
. Do you cross any railroad tracks? Can you identify what company operates
the‘trains; from the map? ‘Name the company.

You are to give directions fzom your school to the following locations:
a. Nearest hospital:
b. Local restaurant
c. Tourist-related arca
d. Hotel/motel

First give the directions without using a map. Use illustrations to help you. Follow
s for giving directions. Were you able to direct a traveler to the above

the guide’
locations  our area?

Now give the same directions using a state or city map. How did your directions
compare with these?

In NC Travel and Tourism Resource Manue! (PR-6), read pages 53-55. View
the film “The North Carolina Balloon Television Documentary” (AV-1).

In NC Travel and Tourism Resor~ce Manual (PR-6), read pages 29-32A.
Know the locations of all Welcome Centers in the state. Locate the one(c) that is/

are located nearest to you. Visit a Welcome Center, yonr local Chamber of Commerce
and/or a Convention and Visitors Bureau the: serves your area. What types of infor-

mation do they offer tourists traveling in your area?

Read North Carolina Official Highway Map (PR-5) and find the natural resources
listed for the state as well as your local area. Locate these on the state map. Also,
read pages 68-76 in NC Travel and Tourism Resource Manual (PR-6).

View the film: “North Carolina: A Special Kind of Splendor” (AV-2).

Read Guide to North Carolir:a Historical Highway Markers (PR-7).
" Locate all the historical markers in your area, OR
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Create 2 map identifying the location of all historical points of interest in your county. SA-27

Research SA-26 or SA-27, and give an oral or written report on a historically- SA-28
related location or event'in your area. Base your report o why it would be of
interest as a type of cultural destination.

Develop a walking tour of a historical area in your community. Draw a map using SA-29
symbols that someone from outside your area would use in the completion of this
tour, OR

You may want to modify this activity by developing a tour using an automobile
rather than walking. Your area may be spread over too great an area for a walking
tour.

You are to make a calendar of events involving museum displayg, dramatic, film or SA-30 ~
o musical presentations that would appeal to a traveler with cultural interest in your -
area. Check your local Yellow Pages as an additional resource. )

; Read pages 110-114 Tourism: Principles, Practices, Philosophies (PR-1). SA-31

Visit a theme park. Describe how the park markets its program as a recreational SA-32
destination.

Visit or research the impact that the North Carolina Zoo has had on the Asheboro area, SA-33

Prepare a poster relating to a recreational destination that is located in or near your SA-34 .
community.
Read pages 56-64 in NC Travel and Tourism Resource Manual (PR-6). SA-35

Develop an idea for a ,estival for ycur school or your area. If your area has a
festival, have the president of the event speak to your class on what it takes to hold
that type of festival in your community.

Answer the question: “Why sporting (amateur or professional) events are an SA-36
important type of travel destination in North Carolina?”

Prepare a list of specific activities found in and/or around your arca that invoives SA-37 | .
shopping or business activities.

You are to relate examples of the rising role of North Carolina as an international travel SA-38
destination for business.

Combine all types of travel destinations as part of « map of North Carolina OR relate  SA-39
these destinations just to your area.
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Collect brochures for either state or local attractions and form a collxge, poster, or
bulletin board.

Read A Complete Traveler’s Guide to North Carolina (PR-8), The Insiders’
Guide to the Outer Banks (PR-9), and North Carolina—The WPA Guide
to the Old North State (PR-10). Develop a local or area tour based on any of the
above references.

Read North Carolina Trivie (PR-11). Create a series of ir.via questions relating tn
. ravel destinations in your section of North Carolina.

Read peges 15, 201, 236, 512-514 in Tourism: Principles, Practices,
Philosophies (PR-1)\.

Read pages 5-26 in Eavironmental Science (PR-12).

Read pages 16-20 in Environmenmal Science (PR-12). Identify the types of plants
and wildlife found in an area that is directly affected by tourism.

Read “Plastic Reaps a Grim Harvest in the Oceans of t > World” in Smithsonian
(PR-13). Do you have this type of problem in you: area? Why would this be a
problem for tourist areas?

Read pages 27-37 in Environmentel Science (PR-12). Locate a natural area that is
ased as'a tourist destination. Complete the following:
s\, List-2ll wildlife and plants found in your selected area.
b. Describe the landscape as related to tourist and tourist-related activities.
c. idatify the iypes of pollution you found and how it has affected wildlife, plants
and the land.

Analyze and evaluate ways in which pollution can destroy an environment. Use an
example of the following:
a. Water pollution
b. La.id pollution
¢. Air pollution
d. Chemical pollution

Develop a school and/or community area project relating to pollution awareness. An
exanple would be to sponsor a poster contest centered around the awareness of a
clean environment and its relationship to attracting tourism to an area.

Research the state and It >al environment regulations that are used in your area and that
are directly reléted to tourism.

You are to keep a record (from newspapers, magnzines, etc.) of environmental issues
that are related to the development of tourism in your area.
‘ i
3 .
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" Readpages 174-178 in‘Tourism: Principles, Prac ces, Philosophies (PR-1).

‘handicapping conditions.

Travel Destinations
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SA-52
Read pages 4-5'in Handicap Awareness (PR-14). SA-53
‘Read pages:35-39 in ‘Handicap Awareness (PR-14). SA-54
ol Read pages 12-18 in Handicap Awareness (PR-14). Demonstrate the following " SA-55
P handicapping conditions:
a. Wheelchair bound
L. b. Blind or sight impaired
c. Deaf or hearing impaired
d. Crutches
iy Record your reactions and what barriers you encountered with each handicapping
: condition.
Read pages i-iv in Access North Carolina (PR-15). SA-56
) Visit & ﬁVel destination with a handicapped person, or have a handicapped person SA-57
& speak to your class on the problems they face when traveling.
Read pages 24-29 in. Handicap Awareness. (PR-14). SA-58
Read pages 7-11 and 42-43 in vl'}a-n‘dz‘cqp Awareness (PR-14). Interview a person SA-59
s from one of these agencies on the subject of accessibility and travel destinations.
. Read the following sections in Access North Carolina (PR-15): SA-60
i~ a. Mountains, pages 4-101
< b. Piedmont, pages 102-219
-c. Coast, pages 220-293
Visit a travel destination in your area as a handicapped person. Were you able to havea SA-61
better understanding of the barriers that a handicapped person must overcome to
enjoy a travel destination.
Analyze and evaluate the possibilities of a tour in your area for handicapped travelers.  SA-62
\ Read pages 294-298 in Access North Carolina (PR-15). SA-63
Deveiop strategies related to making travel destinations more accessible to all typesof SA-64
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EVALUATION MEASURES

TRAVEL DESTINATIONS

COMPETENCY GOAL 3: The learner will understand the fundamentals of travel :
destinations as related to tourism. -

OMPETENCY OBJECTIVE 3.01: Explain destinations.
‘TEST ITEM 003-30L:01 )

lNSTRUC’I‘IONS TO STUDENTS: Read each of the following statements. Determine which of
the completion choices is‘most appropriate for each statement. Write the letter of this response in
the space provxded to the left. .

1. Which of the following statements would not be part of an appeal of a destination?
~ a. Value for dollar
b. Vanety of activities
c. Who to take along
d. Natural beauty
¢. Accessibility of an area

Ny
.

A traveler’s motivation and purpose for traveling include.
a. Business

b. Visit

c. Sightseeing

d. combination of the above

e. All of the above

3. A travel destination is
a. A trip or journey
b. ‘Specific area that you would choose to visit
c. A stop over
d. You would spend a significant amount of time
e. BandD

4, Decisions related to travel destinations include
& Where to go
b. Who to take along
¢. Route(s) to take
_ d. Things to do and see
e. Allof the above ’
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o INSTRUCTIONS TO STUDENTS: Read each of the following statements. Determine if each
. statement is true or false. Record the correct response (true or false) in the blank to the left of each

statement..

[/

5. 'Viewing

1.

)

P Can ar e v oa e e

‘
- S —

appeal?

a. Value for dollar

b. Cuitural and social characteristics
c. Attitude of people in the area

d. Natural beauty and climate

e. Comfortable accommodations

TEST ITEM 293-3,01-02

A sightseer would be interested in museums 2ad fes:ivals.
Travel touring trip on a weekend averages 1,096 miles.
Young spoxts travelers would enjoy golf and tennis.

A travel destination on the weekend averages 217 miles.

Activities involving golf, tennis, and casino gambling would attract & person
interested in going to resorts.

39
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'TEST ITEM 003-3.02-01

INSTRUCTIGNS TO STUDENTS: ‘Match the following words with their correct definitions.
— 1. Thetotal land area of North Carolina a. Land mass of Piedmont

o 2. i6% b. Climate of N. C.

“ 3. Moderate with few extremes c. 52,712 miles

: 4. 39% . d. Land mass of Coast

5. 45% e. Land mass of Mountains

TEST ITEM 003-3.02-02

INSTRUCTIONS TO STUDENTS: Mame the states surrounding North Carolina.

2.

3,

4.

100
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- TEST ITEM 003:3.03-01

INSTRUCTIONS TO STUDENTS: Using the information found on a Notth Carolina highway
map;-answer the following questions.

‘Determine the shortest route in planmng a trip from Raleigh to Charlotte. Print the mileage in the
space provided to the-left, and then answer the questions which follow.

a. Go west on US 70 to Interstate 85, then south on Interstate 85 to Chatlotte.

b. Go south on US 1 to US 64, west on US 64 to NC 49, and then goweston NC
49 to Charlotte.

— ¢ GosouthonUS 1toUS 15, west on US 15 to NC 24, and then go west on NC 24 to
Charlotte.

1. How many cities on éaci-route have populations of over 10,000.

2. Ifyoudecided to go to the Noith Carolina Zoologicai Parks and Gardens, which route would
you take of the three above? |

3. Find the number of the road you would take to actually travel to thé zoo.
4. Add the mileage to and from the zoo to the toial mileage of the routé of your trip.

TEST ITEM 003-3.03-02

INSTRUCTIONS TO STUDENTS: Using a North Carolina highway map, answer the following
questions from the Raleigh city map insert.

1. The state capital is located between what two streets (east to west)?
a.
b.
2. Twenty-four hospital emergency services have three locations. Locate and name the street each
is near.
a.
b.
c.
3. Carter Stadium and the Fairgrounds are located between and

4. "What highways form a beltline around Raleigh? List each highway by its classification.

If you take Hillsborough Street west, yo- wouldbeon_______ going toward

Travel Destinadonsl O 1
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~[COMPETENCY.OBJECTIVE 3.04: Identify types of destinations.

'TESTTTEM 003-3.04:01 | ¥

INSTRUCTIONS TO STUDENTS: Complete the statements below by filling in the missing
word(s).

1. _ destinations wouild include historical events or places, museums and theatrical
productions.

2. Theme parks, ski resorts, campgrounds and beaches are examples of
3. Festivals, sports events and celebrations are destinations.
4. Climates, mountains and beaches are destinations that have

5. Shopping and business are examples of destinations involving

TEST ITEM 003-3.04-02

INSTRUCTIONS TO STUDENTS: Give two examples for each of the following types of
destinations.

1. Natural resources
a.
b,

2. Cultural destinations
a.
b.

3. Recreational facilities
a. :
b.

4. Special events
i a.
R b.

5. Destination involving specific activities

a.
b.

PRRNENCE
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TEST ITEM 003-3.05-02

INSTRUCTIONS TO STUDENTS: Match the kind of pollutions with the following examples of
pollution.

1. .Air

»

Raw sewage

2. Chemical b. Trash
3. Land c. Oil
4. Water d. Acid rain

5. Waste e. Exhaust
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: C()MPETENCY()BJECTIVE :;.'05; St;r\nm;.tn"zc th; impact of travel/tourism on an area’s '
Jenvironment: : 'f
TEST ITEM 003.3.05-01 .
INSTRUCTIONS TO STUDENTS: Complete the following statemenis.
1 _ is the most important element in the development of a tourist destination. ‘
2. Y " ., and can have adverse affects on wildlife. (
3. An important factor in the long term.success of a tourist destination is the ___ of
the natural environment.

4. Lackof planningcanresultin
5. _ is-a major problem in beach areas.
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: ;OMPETENCY OBJECTIVE 3.06:. Analyzc the need for accessnbxllty of destinations by
: .f’dlcapped tourists,

TEST ITEM 003-3.06-01

INSTRUCTIONS TO. STUDENTS Read each of the following statements. Determine if each
statement is true or false. Record the correct response (true or false) in the blank to the left of each

statement.

1.

2.

Handicap populations are a market of over 50 million people.
All handicapped persons are unable to reach travel destinations.
The only barriers to handicapped persons are physical. --

Access North Carolina attempts to let handicapped persons know what areas are
accessible for them to visit and enjoy.

Attitudes of others toward handicapped persons can be harder than physical barriers
to overcome. .

TESTITEM 003-3.06-02
INSTRUCTIONS TO STUDENTS: Match each of the following FEATURE SYMBCLS with its
" correct meaning.
FEATURE SYMBOL MEANING
S a. Entrance
R b. Restrooms
3 c. Parking
-4 d. Exterior
_

e. Interior
104
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KEY. TOTESTITEMS
TKAVEL DESTINATIONS

TEST ITEM 003-3.01-01
¢ ‘

NhWN -
aeo6o6

TEST ITEM 003-3.01-02
1. True

2. Falec

3. False

4, True

5. Tne

TEST ITEM 003-3.02-01
1. c

2. e

3 b

4 a

5 d

TESTITEM 003-3.02-02
1.  Virginia

2. South Carolina

3.  Tennessee

4.  Georgia

TEST ITEM 003-3.03-01
a. 164 miles

b. ..143 miles

c. 140 miles

1. ra-10,b4,c-5

2. B

3.  Highway 159

4. 16 miles round trip

143 + 16 = 159 miles

TEST ITEM 003-3.03-02
1. Edenton and New Bern
2. New Bern Avenue, Ridge Road

Wake Forest Roud
3. 1-40 and NC 54
4, 1-40 Interstate

64 US Highways

70 US Highways

401 US Highways

5C NC State Road
5. NC54; Chapel Hill

TR A A i e w Py

1

TEST I'TEM 003-3.04-01

. Cultural )

2. Recreational

3.  Speciat Events

4, Natural Resources

5. Specific Activitics

TEST ITEM 003-3.04-02

1-5 Teacher may use types of destirations found in the
local arca.

TEST ITEM 003-3.05-01

1. Natural resources

2.  Disrupting feeding and breeding

killing of animals

destruction of habitats

restriction of wildlife natural movement
Protection

Environment

Erosion

AW

EST ITEM 003-3.05-02

T!
1.
2,
3
4
5

PO o Qe

TEST I'TEM 003-3.06-01
1. True
2. False
3 False
4 True
5 True

TEST ITEM 003-3.06-02
1. c

2.
3
4
5

(= N~ - o
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‘COMPETENCIES

TOURISM PROMOTION

‘COMPETENCY GOAL 4: The learner will identify the role of promotion as an integral part
.of tourism marketing

‘COMPETENCY OBJECTIVES

4,01 Identify the role of prohmtion to tourism.

402  Identify pffective types of media used in a tourism promotional mix.

4.03 Identify the importance of tourism publicity in the dcvclopment of an area/county/ ,
- business. e
L 4.04 ‘Evaluate the effectiveness of various tourism media.
“ 4.05 Develop a comprehensive area/community/business tourism promotional program.
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CONTENT/TEACHING OUTLINE
"TOURISM PROMOTION

PLANNING NOTES

I Promotion Planning and Development

A. Employ Marketing Concept
1. Planning is essential component
2. -Consider ﬁve rights (product, place, time, price,
quantity)
3. Should be rescarch-based © SA-1;SA-2

= B. Determine Promotion Objectives ;
2, a. Inform
L ¢. Remind
- 2. Develop specific goals o .- - SA-3;SA4-
e —emeemee -~ B:—Product life ¢yIE siages SA-5;SA-6
0 a. Introduction
b. -Growth
¢. Maturity
d. Saturation
e. -Decline
4. Markét segmentation SA-7; SA-8
a. Define target markets SA-9
- b. Segmented geosraphically, demographically and
' psychographically
¢. Types may include SA-10
e 1) Self -indulgent pleasure secker
3 : 2) Active achiever
| 3) .Business éxecutive
4) Blue-coliar worke:
5) Traditional homebody SA-11

C. Profitable Efements of Marketing Mix z'
1. Timing (high and low seasons) :
2. Brands (trademarks; logos, eic.) SA-12
3. Packaging (family or single plans)
4. Pricing (strategies)
S. Channels of distribution
6. Product
7. Image :
8. Advertising
9. Selling (intcrnal and external)
10. Public relations (community and cmployces) . CTIB 004-4.01-01-02

I Developing Promotional Strategics SA-13

A. Sclecting Appropriate Form SA-14
1. -Advertising (impersonal componcent)

4 T Tourism Promotion ' 3
D-3 . P
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i
. Newspaper—use travel section
.. Direct mail—uses prev:ous visitors as basis for
malhng list
. Television—cost efféctive for some destinations
.. Magazincs-rcaches spocnahmd market scgments
Radio—tourists considered tymcally radio lisicners
Outdoor advcrusmg—shorg messages can reach
travclers .
‘Advertising agency—uses specialized skill
. ‘Directory of advertising—used by travelers after
they decide to buy:
L i. ’Brochurcs, pamphlets, guide books, postcards,
T foldexs etc.
: . 2. Spocxal promotional activities
T a. Premiums
b. Coupons
c. Trade shows and exhibits
d. -Gifis

1,
oo

me “a‘.o

AN

-B. ‘Pcrsohal Selling (personal component)
. o ) Oldest method of cfeating demand
T T 2 Widely used method

- 3. Usesinquiries as sales too!

C. Publicity—two basic forms

R 1. Free pubhcny

a. Valuablei in increasing salts

‘b. Common form is news release iicluding five W's

l) Who

, 2} What
= 3)- When
= 4) Where.
e 5). Why
” i 2. Specnal feature publicity
5. a: Does cost )
b. Purpose is to strengthen civic life of bisiness/
Lo community

. I Public Relations
¢ A. Considered to be an attitude or social consciousness
B. Aimed at two groups

1. Customers
2. General public

SR
.o

C. Accomplished by sponsoting activitics of inlcrest to public

= IV.  Evaluaiing Effectivencss of Tourism Media

A. ‘Evaluaie promotion stratcgy penodncally

1. “Consider increases in proﬁt and sales

2. Consnder whether lheme is saymg nght things

3. Consider whethcr media carries tourist througli five
stages of biaying process (AIDCA)

Toirism Promotion
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SA-15

SA-16

SA-17; SA-18

SA-19

CTIB 004-4.02-01-02

SA:30-
SA-21

SA-22; SA-23

SA-24

SA-2S

SA6
CTIB 004-4.03-01-02

SA-27

SA-28

SA-29

SA-30, SA-31
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a, Aueation

Newspaper
a..Broad acceptance
b. anﬁculg 10 target
2. Dirsxctmail
.8, Can personalize
b. Dxfﬁmlt %0 maintain list
3. Television
a. High stiention factor
b. .Expensive
4. Magazines
a. Allows for good print quality
5. Does not allow for quick changes
5. Radio
2. Relatively lovi.cost
b. Brief exposure
6. Ouldouadvem.v.mg
a. Reaches large nimbers
b..-States adopting highway signing laws
7'mmﬂWWMwmy
a.: Check past campaigns and clients
b. Can be costly
8. Using cooperative advenmng

V.  Developing the Promotional Budget/Plan

A.. Considerations for Advertising Expenditures

‘Visitors and where they live

Likes and dislikes of visitors

Preferences and interésts of customers
Shopping and entertainment preferences of visitors
Trends ia the market

AW

. iMethcds of budgeting
Percentage of last year’s sales
a. Simplc method
b. -Does not allow advertiser (o overspend
2. Percentage of poiential sales
a. Forces business/area to think in terms of future
b: Economic conditions may quickly change
3. Industry percentage
a. Reasonable estimates can be made
b. Pnce figures hard to get
4. -General rile of thumb allows 3% of salcs on media
and 3%.on other ptomotxon activitics

. Prepnmg the pmmouonal plan
1. Basic advertising plan
a. Actuai plan varies according to size of business
(most based on sxx months)

‘Tourism Promotion
D-5
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b. Interest-
¢. Desire
d Comncnon
e. Action
B, Recogmze advantages and disadvantages of media I

CTIB 004-4.04-01
SA-32; SA-33
SA-34

SA-35

SA-36

SA-37

SA-38

SA-39

SA-40

SA41

SA-42

SA-43; SA-44
SA-45

SA-46; SA-47; SA-48
SA-49

SA-50; SA-51; SA-52
CTIB 004-4.04-02

SA-53

SA-54

SA-55

SA-56; SA-57
CTID 004-4.05-01

SA-58; SA-59




b. Threc basic questions to answer
1) ‘What is to be advertised (best scllers)
2) When
3) Where (what media?)
c. Place plan in action
1) Inform staff
2} -Post upcoming ads before release
2. ‘Special promotional plans for. businesses/arcas
a. -Giwaways )
b. In-store demonstrations
Festivals
Banners: -
Coupons
Special shows (cx. Home Builders Show)
Susincss displays

o D. “Evalvating the promotional plan
P 1. Effectivenéss depends ca many factors
a. Advertisement’s quality
b. Product/service
d. Individual customer
- 2. Four basic criteria for evaluating cffcctiveness
A a. Message must clearly relate to product/service
’ b.. Messags must state something about producy/
service that sets it apart from competitor
S ¢. Message must contain one or more consumer
‘edifits
- d. Message must be believable or of valuc to
. : customer
3. Use advertising reseaich—analysis of cffectivencss of
advertising
a. Can be done by business
b. Professional organization may be used

a0

,@ .-q:.(“,
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SA-60

SA-61; SA-62

SA-63; SA-64

SA-65

SA-66; SA-67
CTIB 004-4.05-02
SA-68; SA-69




STUDENT ACTIVITIES

TOURISM PROMOTION

InN. C. Division of Travel and Tourism Resource Manual (PR-1), read pages 40-41,

In Creative Marketing Research Project—Roanoke Rapids High School DECA
(PR'Z), mad pages 4-9‘

Read Advertising LAP 19 (PR-3).

In Credtive Marketing Resedrch Project—Roanoke Rapids High School DECA
(PR-2), adapt the tourism interview form on page 41 to your county/area
and conduct a local survey.

In Tourism Principles, Practices, Philosophies (PR-4), read pages 373-375.

In Retail Marketing (PR-5), read pages 383-385.

In Tourism Principles, Practices, Philosophies (PR-4), read pages 377-378.

Adapt the worksheet on pages 133-134 in Retail Research Reports (PR-7) to
include locm tourism-refated businesses. Discuss apparent trends in products/
-services which are currently being developed and their stages in the product life
cycle.

In'Tourism Principles, Practiccs, Ph;‘losophies (PR-4), read pages 389-391.

In Tourism Principles, Practices, Philosophies (PR-4), read pages 391-302.

Develop an interview form to include the classifications of pleasure seeking consumers
as found on pages 391-392 in Tourism Principles, Practices, Philosophies

(PR-4). Conduct a local survey to determine how many visitors may fall into the
various categories.

Using the yellow pages of local phone directory, locate logos of local tourist
attractions (restaurants, resorts, golf courses), and write a paragraph describing
its design and effectiveness.

InN. C. Division of Travel and Tourism Resource Manual (PR-1), read pages 4-6.

In Sales Promotion (PR-6), complete Project Activity #7 on page 27.

SA-1

SA-2

SA-3

SA-4

SA-5

SA-6

SA-7

SA-8

SA-9

SA-10

SA-11

SA-12

SA-13

SA-14

Intemcw a person from yout'ldcal newspaper to determine if the newspaper periodically SA-15

‘includes a special travel section. If 50, obtain a copy and present a report to the
class on its contents and importance to the community.

Tourism Promotion
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P Observe ouidoor. advertising along a major highway in your community and list the
P ‘major types of information found.

Visit a local printing company to determine how much of their printing is determined
] by tourism-related business. -Observe samples (brochures, pamphlets, etc.) and
B inquire about effectiveness of design, color selection, etc.

Design and create a brochure for a local tourist attraction. Use the evaluative cntcna SA-18
found in Display LAP 39 as a basis for grading.

i ~Invite 4 local Chamber of Commerce official to class and determine how the Chamber  SA-19

P plans its local promotional activities for.a year. - - - - ~-~
In Retail Marketing -(PR-5), read pages 330-331. SA-20

Complete Chapter 30 from Problems and Projects for Retail Marketing (PR-8), SA-21

x Determine which approaches would be most appropriate for use ina tourism-related

b business.

In NC Division of Travel and Tourism Resource Manual (PR-1), read page 9. SA-22

Invite a local Chamber of Commerce official to class. Determine how travel and SA-23

‘tourism inquiries-are handled on a local level.

-

In NC Division of T;;f}el and Tousism Resource Manual (PR-1), read pages SA-Z24
17-18.
;- "Using the suggestions found in the previous activity,‘ write a news release of an SA-25 :
upcoming event in your area. Use sample on page 349 in Refail Marketing
(PR-5).
In Advertising Planning and Technigues (PR-9), read the chart on page 17 and SA-26
discuss local events that may serve as examples of those found in the chart.
5‘ In Tourism Principles, Practices, Philosophies (PR-4), read pages 388-389. SA-27
In Sales Promotions (PR-6), read page 94. SA-28
In Advertising Planning and Techniques (PR-9), read pages 83-84. Complete SA-29 ;
Project 3 on pages 97-98.

In Retail Marketing (PR-5), read pages 353-356. AnswcrAquestions 1&2,p362. SA-30

InSales Promotions (PR-6), read pages 65-66. Complete Assignment 5, p 362. SA-31 5
In'Tourism Principles, Practices, Philosophies (PR-4), read pages 382-385. SA-32 §

Tourism Promotion <
D-8 T

\)4 ] ,- ,' K7 1 1 5




Py e S
A 7
Cep

Y
P
&0
S

2
.
o’
=

2

Read Advertising LAP 16 (PR-3). | SA-33

I Retail Marketing (PR-5), read pages 358-362. Answer questions 4,7, 8, & 9 SA-34
~ --onpage 362.

‘Read Advertising LAP 39 (PR-3). SA-35
In Advertisinig Planning ind Techniques (PR-9), read pages 155-160. Complete SA-36

Project 29-on pages 157-160. Develop a sample direct mail advcrusemcnt fora
tourist-felated business in your area.

o e 2 At o e 5 A i s Rt o

wIn Sales Promotion (PR-6), tcad pages 36-38 Completc PrOJect Actwmcs 10 &11. SA-37

In'Advertising Plamung and Techniques (PR-9), read pages 171-172. Develop SA-38
a checkhst for evaluating tourism ads using the suggestions on page 171.

If your school has a vidgo“cémcfa, assigna group project in'which students will SA-39
develop a television ad using-a local tourist attraction.

Interview a local Chamber of Commerce official to determine if your local Chamber 5A-40

makes an effort to advertise in travel magazines. Prepare a list of commonly-used

-travel magazines.

Prepare a collage of tourism-related magazine advertisements. Determine the target SA-4
market.

In Advertising Planning and Techniques (PR-9), read pages 73-77. SA-42

Intérview a person from a local radio station to determine what radio format (page75  SA-43

in PR-9) is being used. Determine whether travel/tourism ads are used in your area.

In Sales Promdﬂéh-»(PR—G),»mad'pages 30-31. Complete assignments 10 & 11 and SA-44
Projects Activities 8 & 9.

In Advertising Planning and Téchniques (PR-9), read pages 64-70. SA-45
In. Salés Promotion (PR-6); read pages 16-18. Complete Project Activity S on SA-46
page‘ 22..
In N. C Divisian of Travel and Tourism Resource Manual (PR-l), read SA-47
pages 67-68,
( 'Intc'i'wiic;s’w4a-lpcal~¢i'ty]cqunty official to determine what signage laws are in effect in SA-48
'i'your~lc)¢al'aréa.
'fxn Tourlm mmpm, Practices, Philosophzefl (i>a-4), read pages 385-386. SA-49
- A 6

. Tourism Promotion




SA-50
: : ’l‘;A ' }Inﬂdyénis‘frgg‘;i’lai‘nning- and Techniques (PR-9), read pages 30-32. SA-51
- In RetadMarketmg (PR-5), redd pages 336-337. SA-52
In .To;;tism Principles; Practices, Philosophies .(PR-4), read pages 386-387. SA-53
" Inir Creatwe Marketing Research Project—Roanoke Rapids High School SA-54

DECA Chapter (PR-2), read section 1.
1n. Advemsmg Planmng and’ Techmques (PR-9), read pages 25-34. . SA-55

“Complete Projects 11, 12, and 13;

L e e Lo e oty

5 In SalesPromotwn (PR-6), read pages 56-64. Comolete Pro_lects 16, 17, 18 19 SA-56
e and 20

Intemew a local Chamber of Commerce official to determine what percentage of their SA-57

budget is:used for promotion purposes. Also,. ask.how these expenditures are
divided among the various media. '

In Advertising Planning and Techmques (PR-9}, read pages 11-24. Complete SA-58
Pl‘O_]CCt Actmty 8.

In- Retail Research Report; (PR-7), complete Report 3—pages 9-12. SA-59

In N.C. Dmswn of Travel and Tourism Resource Manual (PR-1), read SA-60
pages 69-70.

In ‘N. C: Division-of Travel and Tourism Resource Manuai (PR-1), read SA-61
paces 56-64,

Working is small groups, develop a timetable for an upcoming event in your area using SA-62
‘the guldelmes found in the previous activity. Discuiss aspects of responsibility such
-as legal consxderauons, insurance, etc.

) In Retail Marketing :(PR-5), read pages 343-346. SA-63
‘Prepare a.report on special promotional tools used by local businesses to atract SA-64
customers, ‘

- o In_Sales Promotion (PR-6); read pages 65-66. Complete Assignments 15 and 16, SA-65

” * 5 .
Complete the “Evaluation‘Puzzle” found in Display LAP 39 (PR-3) on pages 14-15. SA-66

117
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In: Tourism Principles, Practices, Philosophies (PR-4), read “Reading 12-1” SA-67
_oft pages 394:397. stcuss what elements were used in this successful promotional
campaign.

In Adverﬁsing" Planning and Technigues -(PR-9), read pages 83-84. SA-68

In.Retail Merchandising (PR-10), read page 318. Complete Problem Solvmg SA-69
1,2, and 3 on page 321.
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EVALUATION MEASURES

TOURISM PROMOTION

) COMPETENCY GOAL 4: The learner will identify the role of promotion as an integral part
of tourism marketing,

FIERT
N

ST

I Y Y “y e L
A ATt

’ —’OMPETENCY OBJECTIVF 4.01: Idcntlfy the role of promotlon to tourism.

S

B A ST A g 5

: TEST ITEM 004-4 01-01

_ 'INSTRUCTIONS TO STUDENTS: Read each of the following statements. Determine if each

-Statement is'true or false _Record the correct ct response (true or false) in the blank to the left of each
statement.

1. Long—term promotional planning in a tourism-related business is normally not a factor

.
B
P

in developing a profitable business.
2. Tourism-related businessespractice the marketing concept by finding out what the
consumer wants.
3. Marketing mix may be defined as the right combination of elements which will
produce a profit: )
-4. Product planning must be approached from the consumer’s point of view.
5. Wholesale tour operators are not an example of a channel of distribution,
TEST ITEM 004-4,01-02
INSTRUCTIONS TO STUDENTS: Fill in the missing terms in the followin g statements about
tourism-promotion.
1. Animportant tool for attracting customers and for competing with other tourism businesses
is._. ... services and terms.
2. The growing tourisim industry sells. o
3. Tourism businesses offer services —___Customers to a patticular area. ]
4.  The tourism industry. depends:upon services as a primary _ . ‘
S. A function of the tourism.industry is to make travelas________ as possible for customers.

1i9

Tourism Promgtion
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‘ ;,OMPETENCY OBJECTIVE 4.02: Identify >ffective types of media used in a tourism
. TEST 'ITEM\OO4-4.02-01
R INSTRUCTIONS TO STUDENTS: Read the following statements about tourism media. Select
" the'best answer from those provided concerning characteristics of tourism media. Record your
answer in thie b swank to the left of each statement.
N : _1. The medium is used more in the tourism industry than other categories of advertising
& media.
a. Television

G b: Printed-advertising i
o , ~ ¢ Billboards — |
- d. Radio “ -
. 2. One of the main users of direct mail is ‘
.. Restaurant o
i b. Airlines
c. Motel
‘. d.. Travel agency
3. Tnis medium is not one of the thiree general categories of advertising media.
a. Brochure
o b. Specialty
cL c. Print :
LT d. Broadcast '
: 4. Many national and locai tourism businesses use this medium because it allows
: prospective custorners to see the business name.
: -a. Yellow Pages
‘ b. Television
¢. Radio
d. Newspaper
N —— 5. This'magazine is not considered to be an example of a trade journal.
< , a. Carte Blanche
b. Travel Weekly
:, c. Newsweek
d. Travel Agent
i
éf‘
;

:"E RIC;..” . » .- . Tourism Promotion ,
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- TEST ITEM 004-4.02-02

> INSTRUCTIONS TO STUDENTS Match the statement in Column A with the terms in Column

e " B. Write the lettér of the'term from Column B in the blank beside the matching statement in Column
O A :
‘o

L

©
;
N
2.

N
[oN - 3
» ¢
X
.
3
«
?
¢ 4
1 * *
LN
era e
;-
.
; 5.
.
3
<
¥
3
!

i
¢
v
¢
I
{‘~
.
Lo,
-
[P
.
P L
. .
LSS
v

.

Convmcmg medu.m because it coznbines sight,
sound, and motion

Relies o,ﬁ sound effects and listener’s imagination
fm

Needs to be informative, attractive, and
interesting

Examples are matchbooks, flight bags, and

luggage tags

May be considered as point-of-purchase
materials'

Tourism Promotion
D-14

a. Brochures/pamphlets

b. Banners and posters

c. Specialty media

d. Direct mail

¢. Television

f. Magazines

g. Radio

N .




[ICOMPETENCY OBJECTIVE 4.03: Identify the importa~ce of tourism publicity in the

evelopment of an drea/county/business.

TEST ITEM 004-4.03-01
INSTRUCTIONS TO STUDENTS: Read the following news release and identify the five W's
contained in it.
NEWS
For Immediate Release

CHILDREN'S PLACE TO CELEBRATE SCOUT
FAMILY DAYSIN OCTOBER

Anywhere, N, C., September 1%, 1989—Children’s Place, the action-oriented children’s play park, will offer scouts and

. their familics & discount and a variety of family-oricnted activities during two “Scout Family Days” weckend, October

s et o =

1-2, and October 8-9,

During “Scout Family Days.” scouts who bring membership identification to Children’s Place (anc’ all members of their
perty) will receive a discounted admission 0f $6.25. Regutar Children’s Place admission prices are $10.50 per child and
$9.25 per ddult (tax included}. There is no minimum number for & group discount. In addition, for every 10 children in
a group, one adult receives free admission (excluding tax).

: As part of the festivities, scouts who bring a “leaf™ decorated with a family photo, a drawine o7 other family identifica-
- tion will take home a special gift. Thie “family leaf” can be hand-made, a tree leaf or other variation of a leaf,

Children's Place is located off N. C. Interstate 71 at the Route 2/Anywhere exit and is a 20-minute drive south of
Wilmington, 20 minutes cast of Clarkion, N. C., und half-an-sour from Whiteville, N. C.

The Five W’s:
1.

2,

Tourism Promotion
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INSTRUCTIONS TO STUDENTS Place the letter (P) to the left of the following statements
whnch classlfyfas a form of: publxcny

1. ‘Sﬁérti‘ng goods store brings in an.expert fisherman to promote boating safety.
_2. Store helps to sponsor.a local parade.
3. ‘Department store hélds a drawing to promote a new line of merchandise.
.- . 4. Bankdistributes a-booklef to new residents (1at describes the community.

.. 5. ‘Grocery store creates a spécial display to promote nutritious value of seafood.

123
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. "INSTRUCI'IONS TO STUDENTS: The concept of AIDCA should be related to promotional
strate 5y. List the five mental stages of AIDCA. ;
E
3. 1
Lo TESTATEM 00440402
- iNSTRUC'i‘IONS TO STUDENTS: Read each of the following stateme;'lts Determine if each
- statement is true or. false Record the correct rcsponsc (true or false) in the blank to the left of each’
- -Statement.
1. For cooperative advertising to be successful, effective leadership and management are
required.
o 2. Cooperative advertising increases the cost incurred by individual advertisers.
o _ 3. There is no ¢eal need to ccordinate activities between the two parties involved.
— - 4. Cooperative advertising can sometimes arouse the interest of sales personnel., ;
; 5. Specific and well-defined objectives should be stated and agreed upon.
124 |
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1 COMPETENCY OBJECTIVE 4. 05 Dcvelop a compmhcnsxve area/commumty/busmess tourism

¥ promononal campalgn

, TEST ITEM 004-4.05.01

INSTRUCTIONS TO STUDENTS Maich the statements related to promiotional budgeting in

Tl

AL Sy
.

}‘ ¥
r v

(,olumn A with'the terms in Column B. Write the letter of the term from Column B in the blank
. beside the: matchmg statément in Column A.

1. Method that iises a percentage of expected sales a. Uses last year’s sales
.. 2. Method that uses a hit-or-n;issbasis , b. No plan at all

3. Method that plans budget using previous figures  c. Uses anticipated sales

4. Method that plans advertising around a time ” d. By shopping events

-5. _:Most.common method of determining adveitising budget

TEST iTEM'DO4-4.05-02

INSTRUCTIONS TO STUDENTS: Fill in the missing terms in the following statements concemn-
mg tounsm _promotion evaluation.

1

. . . - - -

( +

-m-——«l——wThe tounsm indastry must respond to _ _— inthe economy and in the society.
2, The main purpose of displaying tourism literature is to help.generate more

Deter'mining—thc number and types of people who use a tourism product/service is a form of

Power to attract - should be an evaluative criteria when planning tourism promotional
strategies.
Adbventure, relaxation, and awareness are why people travel.

Tourisin Promotion
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KEY TO: TEST ITEMS
TOURISM PROMOTION ™~

. TEST l'l'EM 004-4.01-01.

1

o e

- TEST ITEM 004-4.04-02

Truc
False

‘False

True
True

“True: TEST ITEM 004-4.05-01

1

L 2.
‘TEST.ITEM 004-4.01-02 3.
4.

5

O o0

Selling point TEST ITEM 004-4.05-02

1
N . 2.
"TEST ITEM 004-4.02-01 3.
4

S

FTEM 004:4.03.01

L

2:

3
4.
5.

Who—C!uldmn s Play

What “Scout Family Days”

acuwtles-—specml rales

‘When—October-1-2, October 8-9
Wbab—Anywbetc, NC

Why-~=To promote family weekends by using
-discounted admissions

fmnmmmMMM

1
2.
3.
4
5

W oBw N‘:—

. P

P

‘P<
P

TEST ITEM 004-4.04-01
. Auention

Tnterest
Desire
Conviction
Aztion
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Trends

Sales

Market research
Customers.
Reasons
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REFERENCES

TOURISM PROMOTION '

H

~-—:North-Carolina Division-of Travel and-Tourism-Resource Manual-

Attn. Judy Geyer N. Salisbury St., Raleigh, NC 27603, (919-733-4171)

. Creaave Marketmg Research ProJect—Roanoke Rapids High School DECA

Chapter Roanoke Rapids High School, PO Box 340, Roanoke Rapids, NC
27870 (Attention—Roma Taylor).

MarkED Resource Center, 1375 King Avenue, Columbus, OH 43212-0226.

’ ‘ ] McIntosh RobertW and Charles R.‘Goeldrner, Tourism Pnnciples, Practwes,

- Philosophies. New York: John Wiley and Sons, Inc., 5th edition, 1986.

Meyer, Warreén.G; Harris; E:,-Kohns; Donald P., and Stone, James R. Retail
Marketing. New-York:' McGraw-Hlll Book Co., 8thed., 1988

Perry Chatles F., Sales Promotion. Contad Publishing Company, Minneapolis,
Minnesota, 55429.

N Tedder, Herbert H., Retail Research Report. Cincinnati: South-Western

Publishing Co., 1981.

Meyer,:-Warrén G., Harris, E., Kohns, Donald P,, and Stone, James R. Problems

and Proejcts Jor Retail Marketmg New York:- McGraw-Hill Book Co.,
8thed., 1988.

"Samson, Harland E. Advertising Planning and Techniques. Circinnati:

‘South-Western Pnblishing Co., 1979.

Samson, Harland E., and Wayne G. Little, Retail Merchandising. Cincinnati:
South-Western Publishing Co., 10th ed., 1988.

Note to Teacher: The N. C. Division of Travel and Tourism has numerous video and film available

for'classroom use. See PR-1for complete address.
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COMFPETENCIES
ECONOMICS & TOURISM

COMPETENCY GOAL 5: The student will identify the major economic
‘forces. that determine the development of tourism
marketing.

COMPETENCY _OBJECTiirEs :
- 5.01 Explain- the concept of economic activities.

5.02 Expiaidx the. conccbt of economic supply and demand.

5.03 Summarize the roles of public and private sectors in tourism.

: 5.04  Analyze the cycle of economic development for a tourist resort destination.

L LAY

5.05 Identify business risk associated with tourism.
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CONTENT/TEACHIN OUTLINE

ECONOMICS & TOURISM s

e PLANNINGNOTES .
I.  Economic Activities - 4
A. Define ‘economics

B. Define €conomic activities SA-1 jZ

C. Tourism areas of economic activities
. ‘Retail

. Restaurant

. 'Lodging

. . Entertainment

.. Rccrcanon

. Trgnsportanon'

. -Miscellaneous

SO WD e

Goals of tourism. -activities SA-2
1. Maximize prof‘ ts- for businesses

2. Maximize. effects; of ‘tourist spending on locality

3. Insure posmve expcnences for tourists
E. Economxc touri$m activities in North Carohna

1. Tourist -expénditures for 1988: .$6.2 billion
Lo a. $4:.45-billion spent by out-of-state tourists
C ($1.75 - billion--NC residents)
- B Y :77 3 visitor spent ‘an” average of $596 per trip
2. Provided: 252 500 jobs statewide

: F. Multiplier

Pt 1. Used to.evaluate the impact of tourism in an area/

e community. .

2. Total amount of tourist related spending is

; represented in- one summary number.

" 3. Includes -amounts for both primary and seconday
«_cffects ‘of- -tourism spcndmg

4. Used in North Carouna to reflect total- jobs and
Total. busmcss volumc relating to tourism.

SA-3; SA-4

G. ‘Leakage: A term' used in describing monies earned
from .tourism that: "leak™ -out of the local economy.
The. arealcommumty does not .receive -any
economic: benefit from these leakages.

SA-5

%
A

CTIB 005-5.1-01
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H. Effccts of Tourism -on Economxc Activitics

SA-6; SA-7; SA-8
1. Supports -existing businesses.

Economics & Tourism
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‘a.

. a,

a.

“b.
.- C.
d.
¢,
f.

g.

b..

Creates opportumues for catreprencurial activit.es
.AAdds employmcm

2
3 .
4. - Incréascs' personal income
5. ,Provndcs Aax revenue

Statc

(1) Salcs‘ lax

(2) NG Room tax.

3) Incomc ‘tax

“). Gasolmc tax

~(5): Busmcss fees/licenses
Local

(1) Property tax
(2)Utility fees

3): Burldmg fees/licenses
(4) Other ‘service related fees

1. Supply and Dernand 'As:*Related to Tourism

A. Five components of supply
1. Natural Resources
2. Infrastructure ‘Support Systems

Uullty Systems

(1) Water

(2)*Waste: Dlsposal
3). Strcct

(4), Electricnty

Other Support Systems
(1) Police:

(2) Fire

(3) Commumcauons

'(4) Public Parkmg .
.(5)-Public. .Access. .Areas.
(6) Other

3. Superstructure

Accommodauons
(1) Hotel

s s —e(2)-Motelee .

3) Bed and Breakfast Inns

(4): Condoqumum Apartments

Resorts
Restaurants
Shopping Centers
Theme Parks
Museums

Other

4. Transportation

L a.
- b.
-~ C.
d.
€.
f.

8.

Cars

Planes
Buses
Trains
Ships/Boats
Railroads
Taxis

Economics & Tourism
E-4

SA-9; SA-10; SA-1
SA-12
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SA-13

PYRSRDPREPIE P SN A

et
Wve¥ vEa an




A5 LocaI/Area Resources
a;, Hospxtahty
(l)vAttntudes of residents

(2) Concern. for tourists during their visit
b.. Cultural

B. 'O'bjeé‘tives:'éf'Supp'ly in ‘planning for Tourism.
1. “Environment
2. Facnlmes
I Servnces T - ...CTIB 005-5.2-01 ¢
C. 'Components of Demand
1. l\umber of visitors
. Type of 'I‘ransportatzon
. sttance ‘travéled
. *..ength of stay-
. Quality of Semce
.. Cost as related to- an. area
. Seasonal charactensucs of ‘a destination
CRs Weather
'b. .Attractions
‘¢ Other

N Guth b w!to

D. Méasuring Demand
1. Compu;atioh~ of tourist demand in a destination

DEMAND No. of Tourist’ X Average No. of days/nights
spent at a destination

“*° . Z:- Amount-of: -estimated- -tourist -spending-

DEMAND {in ‘dollars) = Tourist days/nights X Average _

Expenditure per day/night SA-14; SA-15

. ..3._ Importance of _measuring dcinand
a. How. successful a destination has beem i~ - -
atg.ragtmgwtnounsm to its area
b. Forecast..the' future success of tourism in a ’
destination CTIB 005-5.2-02 ¢
HI.  Roles of Public and Private Sectors

A. Private. Sector

1. Offer businesses that will provide goods and services
for ‘tourists

2. Attract. investment. opportunities for businesses to

. earn a profit

3. ‘Develop slrategxcs to have tourist return to an area
‘year after’ year
a. Products/servxces offered
b.. Market ing’ stratcgies:
c. Support of all’ aspects of an arca that will influence’

the’ growth of fourism-

SA-16

Jin o e #7 e e

e e

i
e

SA-17
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Participate- in the political process of maintaining
the policies that are of benefit to ail aspects of

supporting tourism
Participate ‘in the planning of tourism development in
their area

Public Sector

1. Tourism ‘Development
-a. State leyel
(l) Estabhsh Travel ‘and Tourism Division
. (2) Promotc programs for statec and local arcas
(3) !dcnufy trends in tourism devclopment

S ¢} Estabhsh visitor ccntcrs

)
[\

Iv.

b. Local chel o -
(1) Chambcrs of Commerce support
(2) Convention and Visitor Burcau support

2. Capital Outlay

a. Offer incentives for tourism development

b. ‘Coordinate the. providing Infrastnicture Support
-Systems )

c. Provide .monies for feasibility stvdies for both/
local and state tourism development

d. .Direct the use of tax. monies -for tourism related
projects’

3. Regulator

a. :Legislate, laws to establish policy

b. Enforce ‘regulations
(1y Land use.
(2) Health standards -
(3) Protection of environment
(4) Safety
(3) Crimie prevention
(6) Labor Laws
(7) Building codes

C. Issues
1. Protection of the Environment
2. Tourism devélopment in general
~ -Land_use
' 4. Use of taxes
a: Use of dollars for tourism advertising
b. .Maintenance of tourism impacted areas

e i ¢

Economic Development of Tourisi Resort Destination

A. Inception--Discovery Phase
1. Natural ‘Resources
a. Little known outside area
b. Still' natural
2. Infrastructure Support Systems
a. Utilities for residents only
b. Other services established on normal needs of
' the community/area

Econohniés_ & Tourism
E-6

SA-18
CTIB 005-5.3-01

SA-19

SA-20

SA-21

SA-22

SA-23

CTIB 005-5.3-02

SA-24; SA-25
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a.

b.
c.
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Vo a.
’ b.
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a.

;‘.\ b.

b.

c.

] a.
{ b.
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&
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Transportation

b.

b.

P 3. Superstructure

Businesses related only to local economic
.conditions (family-owned and operated)

No large scale accommodations

Few restaurants )

Roads for local traffic demands

‘Limited taxi service ,

Area may :still. be remote (off--the beaten track)

5. Local/Area ‘Resources

Residents friendly--welcome visitors
Prices 2re reasonable
No organized plan to promote the area

B. Growth--Local Response and Initiative
1. Natural Résources

Tourism visits increase through word of mouth
Area begins to see impact of tourism

2. Infrastructure Support Systems

Need for planning of utilities due to increased load
on existing systems
Other. services must increasc to support demand

. 3. Superstructure
L , A...Most businesses are still family-owned

Enterprencurs are attracted to the area in search
of investment and- business opportunities
Employment: demands increase to meet the needs
of the business community

Tourist related services and needs become a factor
in business outlook

Increases' in restaurants and shopping arcas
Entertainment and recreational areas develop on
tourism growth

XS 4. Transportation '

Traffic congested on roads
Needs for new roads
Development of other means of transportation

5. Local/Area Rcsourccs

Residents and tourist contacts become more

nmp;rsonal “and” formal —

(1) Some -residents may objcct to loss of quality of
life in the arca

(2) Move to keep things -as they arc

(3) Resentment of. "visitors,” both tourist and new
residents, moving in to- open new businesses

Neced: to plan the dircction of the arca/community

to control- the growth and dcvclopment of tourism

(1) Some residents want to usc tourism to improve
-quality’ of life

(2) Bring additional services and cultural
activities' into an arca/commumty

(3) Attract new businesses related to tourism CTIB 005-5.4-01

- Economics & Tourism
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( C. Maturity Phase

1.

Natural Resources
a. Pollution increasecs
b. Somec natural résources arc destroyed
Infrastructure Support Systems
a. Utilitics become limited duc to- usage
(1) Money must be spent to update and modernize
all Tacilitics
b. Role of ‘local government is critical in this phasc
c. Support systems arc now bascd on the demand of
visitors to the arca (could be scasonal in naturc)
d. Benefits to arca now arc related to the cconomic
growth and development duc to tourism
Superstructure
a. Corporate chains arc established to standardize
services offered 1o tourists and other visitors
b. Local family-owned businesses must adjust to
benefit .from change
(1) Weeding out of unprofitable businesses due
to -competition
~(2).Established businesses expand business
interést into othér “areas--due--to- economic
demand
c. Area commercializes--local crafts are mass
produced
d. Increase in .job opportunities
€. Many services are based on the demands generated
from tourism activities
Y. Land is.at a premium--inflated real estate prices
Transportation. :
a. All types of transportation arc available
b. Local roads and major. highways are needed to
support increased traffic
c.. Buses;-and airlines may increase service to area
Local/Area Resources
a. Area has developed plans to attract tourists
b. Many local decisions are now influenced by
outside intcrests
c. Tourism is a major economic factor in the area/
community
d. Demand for better employees
e. Changes in work patterns
f. Tourist may not have direct contact with local
residents
8. Tourism will generate growth in local economy
h. Long-range planning is critical to growth

D. vbecl‘i’nc
I

Natural Resources

a, Must be ‘protected

b. Planning is most important

c. Natural environment shows impact of tourism

Ecoromics & Tourism
E-8
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2. Infrastructure Support systems
a. Usage can be predicted
b. Some systems in need.of repair
c. Money must be budgeted to maintain all systems
in order to meet demand
3. Superstructure
a. Area may be saturated and many businesses are
not profitable
b. New businesses aprzir each year
¢. Area/community is not as aitsactive for new
investments
d. Original local characteristics of arca may become
commercialized
4. Transportation
a. Area is: very accessible
b. Highways congested
¢. Air pollution
d. ‘Some. forms of transhortation may be restricte.
due to demand
5. Local/Area Resource
a. Local residents may become unhappy with
tourism development
b. Tourists began to search other areas because

of loss of appeal SA-26; SA-27
c. Area will need to plan new ways to promote
its assets CTIB 005-5.4-02
V. Business Risks Associated with Tourism
i A. Definitions
B. Types of business risks SA-28; SA-29
: 1. Insurable
. 2. Uninsurable CTIB 005-5.5-01
<. How businesses deal with various types of business
risks SA-30

CTIB 005-5.5-02

. Economics® & Tourism
. E-9

1386




STUDENT ACTIVITIES
ECONOMICS & TOURISM

- Read' and :review: LAP-1, "Economics--Economics and You," page 6, PR-1.

Tourism: Prihéjp(és, Practices, Philosophies, page 260 (PR-1)
Adds some dctail to ‘the goals on cconomic :activities. Students may
- - add additional -goals® and- related arcas. associated with cconomic
activitics -during class -discussions.

‘FR:3,. "1987 ‘North- Carolina “Travel Study (Tcchnical Report)," page 25.
The: following multipliers are- listed: in -PR-3, page 27:

~1.66 X Primaty_Jobs>= Total. Jobs
T1.79- X 'Iitial Travel- Spending = Total Business Volume

Research §ouf~ area/Community for informaiion tbat ‘would demonstrate
- thecuse of these: miiltipliers as related to Econiomics and Tourism:

- Read’ PR-3, page 29--Students are -to list types of leakages that occur in
a local ‘économy.

Read PR-4, Tourism Planning, pages 3-4.

. :Read: PR-3;" "1987 North ‘Carolina Travel Study,” pages 22-26. Students
-are. to- ‘fésearch the .economic ‘impact -of tourism in their loczl
(or nearest) .area/community. Contact an organization -such as
the-:Chamber- of.-Commerce for -impact studies. Examples of
quéstions they .may -ask:

In. ‘your -community/area, how does tourism support local businesses?
‘Does tourisin. offet opportunities for entrepreneurial activities?
How does tourism impact employment?

What -are. the. .economic benefits to your part of the state?

Invite a representative from a professional organization to speak to your
class on the economic influences of tourism in your area.

Write a ‘report on thc amount of revenue state and lo‘<!:al governments
collect directly from tourism. Reflect this informition in a graph
‘noting the changes for one, five, and ten years.

Prepare a brochure showing the economic benefits of tourism to your
-area/community.

Read "The North Carolina Room Tax: Why It Works,"--a pamphlet
prepared ‘by the Noith Carolina Association of Conventions and
Visitor ‘Bureaus,

****** ""Read PR-3, "1987 North Carolina Travel Study," page 26. Complete an

analysis ‘of secondary economic effects of tourism on your area.

Ecoizomics & Tourism
E-19
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A

Divide the class into five groups. Assign a supply component to each
group. They are to complete. the following:

1. IHentify a ‘local: example of the group's component found
- in “the. ‘area/community.
2. Create a poster with the group's componént highlighted.
3. ‘Be sure to .include :the three supply objectives as part of the
group's component.

Each group will give a 10 minute report to the rest of the class.

Resources- may -include:
:‘Chamber -of -Commerce
Travel. -Cotincils-
Trade Associations
Convention- & Visitor Bureaus
North. Carolina Division of Travel .& Tourism

~ ‘For. background material, the -instructor may wish to read Chapter 7,
“Tourism “Components and Supply,” pages 199-219, Tourism:
‘Principles; Practices , Philosophies, PR-2.

‘Using. tnc ’;form,u!é,. -compute. -the following:

(PR-2, pages 247-248, Tourism: Principles, Practices, Philosophies)

Number -of visitors X average number of -days/nights at destination = Demand

Number -of visitor-days/nights X average expenditure per day/night = Demand

(o dollarsy _

100- visitors' will siay in your area 4 days and 3 nights, compute the demand

100" visitors will spend ‘an average of $150.00, compute the amount spent/
‘Demand in- dollars'

For btigkgrou‘nd material, the instructor may wish to read Chapter 8,
"Measuring ‘and Forecasting Demand,” pages 243-248, PR-2, Tourism:
Principles, Practices, Philosophies.

Review SA-11, have a representative ~m the local govermnment talk to
the class on ‘how the room tax is _,mputed.

Students- are to report on how their area/community attracts tourist
- related businesses and business investments.

The cias§e~is to become. a .committee that is involved in attracting these
businesses and business investments. They are to develop strategies
related to cach of ‘the areas listed in 3a-3c.

You agc:.an‘ owncx{ of a small business in a tourist related area. From your
'viewpo...t, .answer the following questior-

Why should- T -perticipate in .helping to plan for the growth of tourism
in my -area?
What are the ‘policies that I would support for the dcvclopment of
. tourism ‘in my area?
‘Will other -business pcople support a plan for tourist devclopment?

Ezonomics & Tourism
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13

‘Itiv_it'g -guest. speakers. from local government to discuss the role of the SA-19
. public sector in- tourism. :

Using ‘newspapers, -magazines and other media, siow how the public SA-20
sector--is creating a positive image for tourism in. North Carolina.

-

The students arc to conduct. a feasibility study on an issuc rclating to SA-21
tourism ‘in your arca.

An: cxample would bc spending: of tax dollars to control erosion
at: a. beach.

Find -cxamplcs -of how thc government is involved as a rcgulator in an SA-22
area impactcd: by tourism.

I}s:Hg various arficles, identify different kinds of issues relating to SA-23
tourism .in your-area that both the private and public sectors are
involved in or would be involved in.

Have the students- make a poster showing cach phase of economic SA-24
- development of a resort.

Or

P

Divide the class up b); each phase and let each group create a poster
reflecting the phase that they have.

Using class.-discussion,. see if the: students can add to each phase SA-25
Read PR-5, The Travel Industry, pages 100-103.

The students are to use each. of the four phases -of economic development SA-26
and relate each- phase to an actual resort destination in the local area.
~ - Answer the following questions/statements relating to what they
hae found.

1. What phase is the resort in?

2. Do an analysis of the resort and create a short and long range
plan that would prove continued growth.

3. In #2 above, how would the following be involved:

-a. Tourist d. Small business person
b. City/Town Manager e. Chain Store manager
c. Hotel/Motel Manager f. Governor

d. Town .Board -

NOTE: 1. Each -phase would tend to take a long period of time.
2. View this as a general outline.

The students are to research this resort life cycle and see if it could be SA-27
“applied to “al! travel dcstinations. The students are to then tell why
it could be applied or why it-could not be applied.

Economics & Tourism
E-12
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’

‘Read Ec_onomics and Marketing, LAP 8, "Business Risks," PR-1, pages 1-12. SA-28

‘Stidents are to-list the types -of risks that would be associated with SA-29
"+ ‘businesses- involved with tourism.

- ‘How would the following examples affect a travel destination? - SA-30
" Legionnaires Disease Unethical Business Practice :
-~ ‘Medical - Waste - False Advertising :
“Acid:. Rain Poor Service
- The: movie "Jaws" Recession o
Run-down condition of business Hurricanes :
~ Street- Gangs Fire
- Insurance Coverage Food Poisoning
Air -pollution Water pollution

'Economics & Tourism
E-13
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EVALUATION MEASURES
ECONOMICS & TOURISM

‘COMPETENCY GOAL 5: The student will identify the major economic
\Iorces ilut determme _the .development of tourism marketing.

8 TEST ITEM 0@5-5. -01 )
'INSTRUCTIONS ‘TO STUDENTS: Complete the statements below by filling in the missing

. words.

'
{l
i
'
i

1: - are activities that involve the exchange
of somcthxng having monetary value for something -else that has monetary value.

2. Three areas involved in economic activities related to tourism are:

4.  The multiplier for total jobs is 1.66. Trere are a total of 10 primary jobs created from

tourism activities. The total jobs created by tourism are

5.  The multiplier for toial bisiness spending is 1.79. ‘The initial travel spending is $150.00.

is the total business volume as a result of tourism.

TEST ITEM 005-5.1-02

,INSTRUCI‘IONS TO STUDENTS: Rcad cach of the following statements. Dectermine if each

statement is true or false. Record the correct response (true or false) in the blank to the left
of cach: statement.

L4

1. One primary cffcct of tourism is to support cxisting businesscs.

l
1

2. -Only: private émploymcnt benclits from tourism.

3. -Sales Tax, North Caolina Room Tax and Gasoline Tax arc the only source of
funds used by state -governmens.

4. Secondary benefits of tourism occur whén ‘tourist spending cycles through
the local cconomy.

S. Secondary effects of economic activitics are of no rcal benefit to an arca
or community:
Economics & Tourism
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l COMPETENCY OBJECTIVE soz- " Explain- the concépt of economic supply and
dc'.&hﬂ:- o s e ;

N~

TEST T1EM 00§-5.3-01 .

' 'lNSTRUCTIONS TO STUDFNTS' Identify the five components of supply and give two examples
from your arca/commumty

1.

[ETAINT s IR

TEST ITEM 005-5.2-02 E

-INSTRUCTIONS TO STUDENTS. Write an essay explaining demand--inélude thé components
of demand hHow demand is measured and thé importance of measuricg demand. -4

¢
AN e

Economics & Tourism
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TEST 'ITEM- 003-5.3 01
INSTRUCTIONS TO STUDENTS. Read: each -statement ‘carefully, then select the choice that best
\completes each staiemeit.. Clrcle the correct letter identifying your answer.

The ‘role of the ‘private- sector in tourism.includes:

3 Busmess oppo'tunmes -in offenng .goods and services to tourists
o ~Attract mvestment opportunmes for ‘business development

. ,‘Develop strategxes to attract tourists' year after year

~ An active voice in planmng tourism- development

‘e All of the -above answers -are correct:

o 6 o

2. 'Which of the followmg would not be- -part. of -the private: sector?
a. Support ‘an advemsmg program to attract tourism to an area
b Offer speclf‘ ic goods/semces selated to the needs and wants of tourists
Ram‘ taxes

,d‘ ‘Be-part of ihe political .process in .developing long-range programs for an area

3. Business mvestment will: comeé to an area in the hopes to

a. create ,goodwxll c.. 'help unemplcyment
b. keep ;a..positive community image d. earn a prof t ]
4“.'Busmessmustbepartof.‘.‘..-.-..

a. -plannmg .process for ‘tourism: development

b. .becommg involved ‘in ‘the political -process

c. ‘dcvelopmg markeung stfategies to attract tourism to the area
d. ‘All of "the -above answers are correct.

‘5. The growth of a tourism destination depends on the private sector
-a.  increasing. -taxes c. legislating laws
‘b. regulating policies d. None of the above answers is correct.

TEST ITEM- 005-5.3-02

INSTRU‘CTI‘ONS TO STUDENTS: Give two examples of the public sector's roles listed below:

1. Toufism development

a. b.

Capital Outlay

a . b.

‘Regulator

a. _-.__ - b.

Federal Level

& o . _ b.

. Two Jocal- issues. involving the public sector in your area/community

N " -~ b.
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K COMPETENCY OBJECTIVE 54~
‘Fiourist -fesofi’ dcsunatlon

~Analyz¢ the ¢

_TEST ITEM' 605-5.4-01

INSTRUCTIONS TO STUDENTS' Identify thé followmg statements as being associated with the

INCEPTION-DISCOVERY "PHASE or the GROWTH PHASE of economic- development for a
‘TEeSO1t destmanon

—— 1. Businesses are family owned.

2. Tourist visits increase due to word-of-mouith.

TR - 3. ‘Additional services dnd cultural activities are brought into
the area/commumty

4. Residerits are friendly to *he new visitors.

—— - 5. Utilities and other services must_increase due to demands.

- o e e m e
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TEST ITEM 005-5.4-02
INSTRUCTIONS TO STUDENTS° Identify the following statements as being part of the
MATURI’I‘Y PHASE or DECLINE PHASE. %
- 1. Natural environment shows effects of tourism.
oo . 2. Tourists begin to search for other areas due to loss-of-appeal.

3. Outside interests influence direction of the area's growth.

4. Role of local government becomes critical.

— : 5. Family businesses must adjust to increases in competition. ;

. 's

Economics & Tourism
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(.
_ Identify business risks associated with tourism.

TEST {r'rEM, 005-5.5-01

o INSTRUCTIONS TO STUDENTS: Read each of the following statements. Determine if each
L “statement is. true or false. Record the correct response (true or false) in the blank to the left
' of each ‘statement,

LR 17
4

i

L
t
Lo e

e A ety

—e I. "Potential losses” that a business inay be exposed to are called business risks.

L — 2. " Businesses ~are.-zlways successful; therefore, they do not need to be concerned
with losses. N

o

gw

‘e 3. The two types of business risks are insured and uninsured. %

1t

ke

b ot

Businesses. -will -not- need insurance- because they are working with tourism. T
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—_— 5. Each business will face the same type of risks.

e o e e L

TEST ITEM 005-5.5-02 .

T Tty

INSTRUCTIONS TQ STUDENTS: Summarize five examples of business risks related to ;
busmesses in your area/community involved with tourism. 3
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“TEST ITEM ~855.5.1-01

L1 Economxc Activities
2. See L 3a =38 (E3)
3. a. ‘Maxxrmze ‘profits for businesses
’ Aprovxdmz .goods and services to
tourists:
b. .Maxxmxze ‘the. .primary & secondary
cffccts of tourist spending
c. “‘I‘nsu_re the tourists' receive positive
experiences from their visit.
.4, 16.6
5 $268. 50

" TEST ITEM 005-5.1-02

TEST ITEM :005-5.2-01

Examplcs for - the follewxng would come from
the: mdxvxdual area.

~ Natural Resources
Infrastructure .Support Systems
. .Superstructure
. Transportation
. Local/Area Resources

TEST ITEM :005-5.2-02

~Essa’xys will ‘vary. Information should include
the basic material covered in class.

(L B; 1. - 3. E-6)

TEST ITEM- 005-5.3-01

KEY TO TEST ITEMS
ECCNOMICS & TOURISM

TEST ITEM 005-5.3-02

1. Tourism Development
a. Establish Travel & Tourism Division
b. ‘Promotional program
c. Insure a positive image for tourism
2. Capital Outlay
a. Incentives for tourism development
b. Conduct feasibility studies
¢. Tax monies for tourism related
projects
3. Regulator
See Ili. B. 3. a, b. 1.-7 (E-8)
4. Federal Level
a. Federal Parks
b. Monies for stateflocal projects
5. Answers may varv depending on issues
identified for local area.

TEST ITEM 005-5.4.91

Inception-Discovery Phase
Growth Phase
Growth Phase
Inception-Discovery Phase
Growth Phase

(S B L S

TEST ITEM 005-5.4-02

Decline Phase
Decline Phase
Maturity Phase
Maturity Phase
Maturity Phase

(2 B SRS S )

TEST ITEM 1305-5.5-01

Wb -
=33

TEST ITEM 005-5.5-02

Answers will vary depending on examples
of risks used by the student.

Economics & Tourism
E-19
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REFERENCES
ECONOMICS & TOURISM

"Ecpndfnics and 'Mar\kcting\ LAPS, MarkED Resource Center, Inc., The
‘Ohio- State. University, 1564 West First Avenue, Columbus,
Ohio -43212,

Mclatosh, Robert W., and Charles R. Goeldner, Tourism: Principles,
Practices, Philosophies, New York: John Wiley & Sons, Inc.,
Sth ed., 1986.

Rulison, Michael, "1987 North Carolina Travel Study (Technical
Report)," Raleigh: DataNomics, 1988. Prepared for Division
of ‘Travel ‘and Tourism Department of Commerce.

‘Gunn, Clara;, Tourism Planning, New York: Crane, Russak & Company,
Inc., 2nd. ed., 1988,

" ‘Gee, Chuck, Choy, Dexter J. L. and James ‘C Makens, The Travel

Industry, Westport, Connecticut: AVI Publishing, Inc., 1984.

OTHER RESOURCES MAY BE OBTAINED FROM THE FOLLOWING:

North Carolina Division of Travel and Todrism
Department of Commerce
‘Raléigh, NC 27611

Travel Council of North Carolina
1100° Raleigh Building

5 West Hargett "Street

Raleigh, North Carolina 27601

Travel and Tourism Research Association
Box 8066 .Foothill. Station
Salt Lake-City, UT 84108

Travel ‘Industry 4400 Association of America
1899 'L -Street, NW

Suite 600.

Washington, DC 20036

American Hotel and Motel Association
888 Seven Avenuc
New York, NY 10019

~;A'§11cﬁcan Association for Leisurc and Rccreation
1900 Association ‘Drive
Reston, VA 22091

Economics & Tourism
E-20

147

PR-1

PR-2

PR-3




] o’ «
TABLE OF CONTENTS
FOR ,
TRAVEL/TOURISM RELATED BUSINESSES
PAGE
I. Competencies ‘ F-2
II.  Content/Teaching Outline F-3
III. Student Activities F-7 :
IV.  Evaluation Measurcs (Competency Test Item Bank) F-9
V. Key to Test Items F-15
VI. References F-16
3 .
L “
:
2
Travel/Tourism- Related Businesses
F-1 :
148
"‘?:;é‘




COMPETENCIES

TRAVEL/TOURISM RELATED BUSINESSES

COMPETENCY GOAL 6: The learner will understand the diversity
and scope of travel/tourism related businesses.

COMPETENCY OBJECTIVES

6.01 Identify the functions -of the travel agency industry. J

6.02 Identify the three categories of transportation services. |

6.03 Identify the structure of the hospitality industry. i

6.04 Describe other travel/tourism related businesses. :

6.05 Identify and interpret trends associated with the travel/tourism - 4'
industry.

6.06 Develop an understanding of carcer opportunitics ir{ the travel/ o

tourism industry. -

Travel/Tourism Relatei Businesses
F-2
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CONTENT/TEACHING OUTLINE
TRAVEL/TOURISM RELATED BUSINESSES

PLANWING NOTES o
I.  Tourism Iadustry Organization and Outlook
A. Three major components of industry SA-7
_.__1. Travel sales s
2. Transportation services ' i B
3. Hospitality and related services o
B. Industry will continuc to be one of the largest in the world § SA-8 RN
i. Offers varied career opportunithes SA-1, SA-2 .
2. Is a major employer.in US. SA-3, SA-9, SA-10 !
3. Technology continually changes industry CTIB 006-6.06-01 v
CTIB 006-6.06-02 ;
II.  Travel Agency Scrvices §
‘A. One- of three major components SA-4, SA-7 s
1. Travel agent is a professional CTIB 006-6.01-01 :
2. Thomas Cook was first retail travel agent in 1841 "
3. Procures services from suppliers (ex. hotels, ?
airlines, etc.) :
4. Must provide all types of travel information :
5. Average agency :mploys 8.4 people .
6. Most common type of arrangement is air transportation SA-5, SA-6 J

B. Industry employs several distribution systems
One-stage system sells directly to consumer § CTIB 006-6.01-02 R
Two-stage system involves middleman
Three-stage- system involves two middlemen
Four-system involves additiozal middleman
(specialty channeler)

S W N

C. Additional -travel careers G
1. Tour operator :
a. Wholesale agent
b. Designs tour packrges
c. Makes. profit in volume
2. Travel clerk - .
a, Plans schedules for military and civilian personnel =
b. Notifies personnel of ‘all travel orders
c. Studies routes for most advantagcous one
3. Tourist information assistant
a. Works at state information center
b. Gives information to ‘ourists
c. Answers inuiries :
4. Travel guide ;
a. Arranges transporiation for groups '
b. Accompanies tour groups ;
c. Describes points of interest ;

Travel/Tourism Reiated Busiaesses
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5 Automobxle :club travel counselor -
a; Plans 4rips for members of auto club
b Selects suttable :roads -and calculates mileage
Provxdes members thh map$ and brochures

D. Compensation of travel -agencies
1..-Receive commissions from suppliers and v-holesalers
'2. ‘May réceive overrides (increases as niumber of
‘bookmgs mcreases)
3. Small agency may. operate on- very small profit
4. ,Agency may sell travel- insurance or traveler's checks

‘E. Travel ‘retailing trends

Busxness-related -travel "showing dramatic increase
a. Alrlme deregulatxon
-b Industry ;has -expanded to new locattons

2. -'Pleasure ‘trayel considered important part of people’s
hves g
a. People place greater ‘value on vacations
b.” Most are wxllmg to pay for it

3. Travel reflects changes in- society
. OIder generation lmng longer
b Smgle adults traveling' more frequently

III.  Transportation Services

S A. Water Transportation--cruise ships

1. Industry had to change its marketing strategy in

- 1960's-

Availability of air travel causéd passenger ships to
become extinct :

Concept of cnnsmg evolved into "cruise vacation”

. Are now -more -affordable

Market- spans. all age groups

Industry has bright future

Key factor will be repeat business

e-tm,‘,,th,\,,,,
Lo F e 2

g

Gl

te
b
Z

QbW

1y,
LA

v
P

B. Land Transportation
1. Motorcoach Industry
a. Widely used for sight-seeing
b. ‘Second most important carrier in U.S. intercity

v

et

3
&

travel
c. Charter and tour segment shows continuous growth
2. Automobtle .

a. Used by two-thirds of ramilies for taking vacations

b. Becregttonal vehicles--important component

c. Dependent upon continual maintenance of highway
system

d. Key feature 'is convenience

TravellTourism Related Businesses
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SA-15 :

CTIB 006-6.02-01
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SA-17 :
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a.

b.

A Ra;lroads

Have faced serious problems for many years in U.S.
Government created National Railroad Passenger
Corporation ‘(AMTRAK) as an effort .to restore
transportation

.AMTRAK prcsemiy subsxdxzea by government
. Curremly operates 24,000 miles of track
‘Its future- is questionable

-iransportation’

Based -on .private enterprise concept in ‘U.S.

WWIIL. promoted growth of industry

U:S. airlines dominate .top- ten in world

chulatcd by: Fedcral Aviation Adm inistration (FAA)-

Deregulauon by Congress (1978) causcd changes in

'narkenng strategies

. Airlines presently- facmg increased cempetition

Major- -advantage -of. air travel is speed
U.S. airlines’ employ- mere-.than 300,000 .people
"Brand loyalty -among. travelers -is low

D. Future Trends
Modes of. transportation (air, water, and lang; face
uncertainties due to--

1.
a.
b.
2
a.
b.

Economi¢ conditions
-Changes in regulations

. Transition . Stage

Cgmpcuuvg companies will survive
Results will be better service with better prices

Hospitality and Related Services

1,
2.
3.

A. Accommodations or lodging industry

Company owned and nperated system

Industry déveloped out of need as growth occurred
America's first hotel chain pioneer was Ellsworth
Statler

B. Three basic systems of operation
Company- owned and operated system

1.

a.
b.

a.

b.

Owner is independent
Expansion may be slow

. Franchise ‘system

Has right to sue brand name that is well known
Has to ‘pay franchise rigats

Management contract system
a.
b.
c.

Chain places its name :on property
Tnvestor finds management team
Owner must pay management fee

Travel/Tourism Related Businesses
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. Anrhngs in ‘future will focus -on marketing a commodity

SA-22

SA-23

 SA-24

CTIB 006-6.02-02

SA-25

SA-26

CTIB 006-6.03-01

SA-27
CTIB 006-6.03-02




‘C. ‘Food and ‘Beverage
1, One out of five weekday meals caten out
2, ‘Social - -changes' influenced changes in industry
3. Industry has many scgments--
a. Restaurants ‘
b Travel food service.
c. Vendmg machines

4. Fast-food chains expetienced greatest. growth SA-28
S. Trends .show -increase in demand for ethnic
‘restaurants and health foods CTIB 006-6.05-01-02

-
et o ot

D. -Amusenient, Recreanon, and Entertainment

I. -Amusement parks: -
a. Have expenenced .a growth decrease SA-29
b. Have been : pliced by larger theme parks CTIB 005-6.04-01
c. Changes: in. society caused Americans to change

entertamment preferences

d. Some successful: parks still 1. existence

2, Theme Parks.
a; Busmess -has shown great ‘expansion
b.. Drsney ‘World is ‘the largest in the world 2
c. [Encouraged others to enter the field - s
d. Some offer éducational experiences
e. -Draw an international market’ ’
-f. 'Planning. is ‘key to success -

3. Recreation-

o
U Cen e

dadx o

a. -Ski resorts--growing industry in N.C. SA-32
b.. Shopping--important part of tourist's activities SA-31
(1) Gift and Souvenir shops CTIB 006-6.04-02
(2) Outlet malls' and stores are important segment
of industry

c. Fishing resorts--usually owned by individuals
4, Entertainment
a, Live-entertainment demands careful market
segmentation
b. Is generally very costly
c. Agent may be used

d. U.S. copyright laws should be a consideration CTIB 006-6.06-01-02

=

Travel/Tourism Related Businesses ?
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STUDENT ACTIVITIES

TRAVEL/TOURISM RELATED BUSINESSES

Prepare a job file by collecang job advertisements froi. newspapers,
- etc.; of local job. opport..ities related to tourism.

In Tourism An Exploration, (PR#3), read .pp. 297-315.

‘Develop ‘a- job -description from one -component of the tourism industry.

Include specific skills aid required- tasks.

In Tourism Principle's, Practices; thflo::ophies, (PRi#1), read pp. 95-100.

In Tourism an Exploration; (PR#3), ivad. pp. 58-59.

In The Travel Ihdusify, (PR#2), .use the chart on p. 143 to discuss how

North- Carolina ranks in comparison to other states in the number
of ‘travel .agents: Prepare .a list of cities where job opportunities
would most likely be available.

Develop a list of places ‘where a student could receive training in the
travel agency industry.

Interview  an employee of a local travel agency to determine the

various kinds of services available to its customers.

In The Travel Industry, (PR#2), answer questions 1-5 on p. 89.

In Tourism, Principles, Practices, Philosophies, (PR#1), read pp. 514-515.

In The Travel Industry, ((PR#2), answer questions 1-6 on p. 155.

Interview a local travcl agency owner to determine the types of state
and federal laws under which they must operate.

Read current issues of travel-related magazines (Natioral Geographic
Traveler, Travel South USA, and Outdoors). Prepare oral and written
reports. on current issues relatcd to travel.

Have students prepare a collagc showing the many career opportunities
available in the travel services industry.

Conduct a local survey to determine the percentage of people who have
chosen to take a “"cruise vacation."

List reasons for their choices.

In The Travel Industry, (PR#2), read "Outlook for Cruise Lines" on

pp. 74-75.

Travel/Tourism Related Biusinesses

N
LA

LV |

F-7

154

SA-1

SA-2
SA-3

SA-4
SA-§
5A-6

SA-7

SA-8

SA-9

SA-10
SA-11
SA-12

SA-13

SA-14

SA-15

SA-16

LN
R R I T N S T

P —




In‘The ‘Travel Industry, (PR#2), read pp. 53-54. SA-17
In Thc» ._f"i";_zyg"l’.ilngyst(y, _(PR#Z), rcaa "Outlook. for Intercity Bus SA-18 '§
Transportation” .on. pp: 76-77. k.
in The Travel Industry, (PR#2), read pp. 178-181. SA-19 R
In.The Travel Industry, (PR#2), read pp. 170-171. SA-20
'Ig;éfyigw a .lbc;l dealer' for recreational vehicles and write a profile SA-21
-describing -characteristics: ‘of persons- who buy them. :
'Ix;ir};e Travel Industry, (PR#2), tead pp. 172-175. SA-22
n-The ‘Trav.l Indgé‘ti’y; (PR#2), read "Guilook for Intercity Rail SA-23 5
- . Transportytion™ ‘on pp. 71-73.
in The Travel Industry, (PR#2), .read "Outlook for Airlines” on p. 69. SA-24
In The Travel Industry, (PR#2), answer questions 1-3 on p. 182. SA-25 ' "“
In The Travel Industry, (PR#2), read pp. 208-211. SA-2¢ .
Prepare a_ list of local motéls located in your city/county. Determine SA-27

which basic systéin-of -opcration they are using.

Interview ‘the manager of the newest fast-food restaurant located in SA-28
your area. Determine ‘the major reasoas this business decided to
locate- where it did.

Prepare -a list of names. and locations of theme parks in North Carolina. SA-29
- Discuss various marketing strategies they are currently using to
attract customers.

Prepare a list of the major ski rssorts in North Carolina. Discuss issues SA-30
related to the future dewciopment of this industry.

In Tourism Principles, Practices, Philosophies, (PR#1), read p. 114. SA-31
Answer question 12 on p. 119.

Travel/Tourism Related Rusinesses -
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EVALUATION MEASURES
TRAVEL/TOURISM RELATED BUSINESSES
COMPETENCY GOAL 1: The lesrner will understand the diversity and

scope of travel/tourism related businesses.

COMPETENCY OBJECTIVE 6.01: Idemify the functions of the travel agency

' mdustry

“TEST irEM‘ 006-6.01-01

INSTRUCTIONS TO STUDENTS: Read each of the following statements concerning the travel
agency- mdustry ‘Determine. if each statement is true or false. Recoru the correct response
(tsue or-false) in’ ‘the ‘blank- to the left of ‘each statement.

— . I. A ‘travel. agency acts as a middleman helping to make arrangements with
guppliers of ‘travel--hotels, tour operators, airlines--and receives a
commission from the suppliers.

2. The majority of travel agency revenues is derived from making air travel
arrangements.

3. The retail travel industry is generally not affc led by socio-economic changes.
4. Travel: agencies rely on the business traveler for supplying repeat customers.

5. Tourism a5 a business activity is expected to continue to grow in the future.

TEST ITEM 006-6.01-02

INSTRUCTIONS TO STUDENTS: Match the statements related to the travel industry in
‘Column A with the terms in Colunn R. Write the letter of the term from Column B in the

olank beside the matching statement in Ceoluica A.

COLUMN A COLUMN B
e—— . 1. Specializes in putting together a ASTA
tour offerings b special markets
2. Provides direct sales from c.  business-related bookings
) suppliers .of travel services d. one-stage . ibution system
e 3. Trade .#ssociation of travel e commissit
professionals f wholesale ¢ avel agent

e 4.  Reflects most dramatic changes
. in travel retailing
—— S. Senior citizens, -religious groups

Travel/Tourism Related Businesses
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y Idg;ititfx iﬂe:egh;ce cq;egé;rieé of transportation services.l

iNSTRUCTIONS TO: ‘STUISENTS: Read each of the incomplete scntences. Determine which of
the--completion ‘choices. is .most appropriate for each statement. Write the letter of this
resposise- in; the space -provided. to the left.

.

FRY AR

TEST - ITEM. :006-6.02-01

.. "The evolution of the cruise vacation came about ‘primarily as a result of
replacing. ocean liners.

a. automobiles c. charter buses
b. railroads d. airplanes
2, : is not a factor for cruise liries to consider in segmenting their
market.
a, age of traveler c. where traveler lives
b. sex. of traveler d. income of traveler

AMTRAK has continued to remain in business because of assistance from

a, -the government ¢. the public
b. custome:s d. foreign countries

4. Automobiles will continue to be used as a means of traveling away from home

because of .
a. low pas -prices c. good road conditions
b. conveilience d. interest rates

5. The growth in the  ecreational vehicle industry has spurred the establishment

of .
a. private campgrounds c. road signs
b. motels d. kigher taxes

TEST ITEM 906-6.02-02

INSTRUCTIONS TO STUDENTS: In the blank space to the left of each statement, place an X in
-the. ones that are a component of transportation services.

1. Passenéer ships 6. Fishing resorts

2. AMTRAK 7. Motorcoach

3. Private vehicles Entertainment

|

4, Hotel/Mote' 9. Riverbuat travel

10. Time Sharing

——— 5. Charter air-carriers

TravellTourism Related Businesses
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Identiﬁi the structure of the- hospitality industry.

[comeeiNcy oBjECTIVE. 6.03:

TEST ITEM 006-5.03-01

INSTRUCTIONS TO STUDENTS: Match the statements related to the hospitality industry
in Column A with the terms in Column B. Write the leiter of the term from Column B in the
iblank space- beside ihe maiching statement in Column A.

COLIIMN A COLUMN B
e———— 1. Dividing ownership and use of a. suite
a property among several people b. efficiency unit
2. Type of management control* ¢. lime sharing
i d. double
. 3. Reflects new developments in e. condotel
’ - the: future f. management control
- e 4. Considered to be the best room
. in a hotel
——— 5. Describes a room with kitchen
facilities

TEST ITEM 006-6.03-02

INSTRUCTIONS TO STUDENTS: Read each of the following statements concerning the
hospitality industry. Determine if each statement is true or false. Record the correct
response (true or false) in the blank to the left of each statement.

1. Franchising is well known in the lodging industry.

2. The American Hotel and Motel Association is the largest accomodation
organization in the United States.

e—— 3. The lodging industry is international in nature.

e———— 4. A disadvantage of the franchise system of managing a motel is the purchasing
of supplies through a central distributor.

. 5. It is uncommon for an airlines to own a hotel.

Travel/Tourism Related Businesses
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COMﬁETENéY OBJECTIVE 76.0,4?\ il’)csér‘il;;enbther travel/tourism related businesses.
TEST ITEM 006:6.04-01 “ ?

INSTRUCTIONS TO STUDENTS: In the blank space to the left of each statement, place an X in :
the ‘ones ‘that are’.a- part of tourism-related businesses.

1. Theme. parks 3

2. Outlet malls :
3. bampgrounds :

-4, Ski resoris

I ‘ II. ‘

5. Amusement parks

PENE < i enazeur e

TEST ITEM 006-6.04-02

INSTRUCTIONS TO STUDENTS: List five ways in which shopping has been made a
convenient part of tourism activities.

P

1.
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COMPETENCY' ‘OBJECTIVE 6.05:

- travelftourism “industry.

“TEST ITEM 006-6.05-01

'iNSTRUGT[ONS TO STUDENTS: Read each of the following statements concerning trends in
the ‘tourism industry. Determine if each statement is rue or false. Record the correct response
(true or-false) in- thé blank to the left of cach statement. oG
1. Labor/management clashes have played an integral ‘part in the future ‘

development of the airline industry. - .

2. Improving service will be an important consideration in expanding AMTRAK's

use in the future. )

§

3. Cruising is a popular choice today because it is an all-inclusive vacation. L

—— o 4. Tt is evident that at least one-third of all people who take a cruise will choose
another cruise vacation.

5. Automation will. probably not be a factor to consider in the growth of travel
agencies in the future,
TEST ITEM 006-6.05-02

INSTRUCTIONS. TO STUDENTS: List five factors which have contributed to the growth of ¢
the touvism industry.

1. :
g

s

2. 4
¥

;

3.
|3
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PETENCY. OBJECTIVE 6.06:
_in-the travelfourism -industry.

Dévelop an understanding of career opportunities

TEST ITEM 006-6.06-01

INSTRUCTIONS TO STUDENTS: Read each of the following statements concerning career
opportunities in' the travel industry, Determine if each statement is true or false.
correct response (true -or false) in the blank to the left of each statement.

Record the

»

-

United States travel industry employment has continued to grow over the past
few years.

Technological advances will not affect thc number of carcer opportunities in
the future.

It is advisable to keep abreast of current trends and future changes in the
travel industry.

Professional trade journals are an important source of information on travel
career opportunities.

Overall, one can safely predict that career opportunities in the travel industry
will continue to grow.

006-6.06-02

INSTRUCTIONS TO STUDENTS: In the blank space to the left of each job category, place an X
in ‘the ones that are career possibilities

in tourism.,
Food service Teaching
Travel journalism Recreation
Rental-car companies 8. Lawyers

Meeting planners 9. Bus companies

i

Health-care careers Tour companies

Related Businesses
F-14
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KEY 70 TEST ITEMS
TRAVEL/TOURISM RELATED BUSINESSE.

TEST ITEM 006-6.01-01 TEST ITEM 006-6.04-02

1. True (Possible answers)

2, True 1. Hotels providing gift shops .

3. False 2. ‘Motels locating near shopping malls §

4. True 3. Placing ceupons in brochures :

5. True 4. Brochures in welcome centers :
5. Providing a variety of souvenir items

TEST ITEM 006-6.01-02

1. f TEST ITEM 006-6.05-01
2. d 1. Truz
3. a (American Society of Travel Agents) 2. True
4. ¢ 3. True :
5. b 4. True *
5. False
TEST ITEM 006-6.02-01
1. d ) TEST ITEM 006-6.05-02
2. ¢ (Answers will vary)
3. a 1. Changing lifestyles
4. b 2. Automation i
5.a 3. Airline deregulation ;
) 4. Stable economy
TEST ITEM 0066-6.02-02 5. Tourism promotion by cities/counties
1. X 6.
2. X 7. X TEST ITEM 006-6.06-01
3. X 8. 1. True
4. 9, X 2. False
5. X 10. 3. True
4. True .
TEST ITEM 006-6.03-01 5. True 3
1. ¢ g
2. f TEST ITEM 006-6.06-02
3. ¢ 1. X 6.
4. a 2. X 7. X
5. b 3. X 8.
4. X 9. X
5 TEST ITEM 006-6.03-92 5. 10. X
T 1. True :
5" 2. True ,
L 3. True
4. False
¢ 5. False

TEST ITEM 006-6.04-01

[
»
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